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Use these new WLS Crystafoam properties in 
your displays they are designed and exe 
cuted to make your customers STOP—LOOK— 
AND BUY your featured merchandise. Garden 
freshness can be correlated to Spring and Sum- 
mer Fashions, Home Furnishings, Mens’ Wear, etc 
Use this showmanship in February, March and 
April to get more lookers again in Summer 

b jred tr ‘ 

G-549—"DAISY PLANT 

neter, with y leav 

Size: 63 high, 4 wide 


G-321—"'DAISY PLANT 


G-3521A—''DAISY PLANT. 
17 wide, 17° deep. Price 


G-323—"'GIANT LILY 


47 wide 3 ee F 
G-S23A—' EASTER LILY 


Wew Colers 
Noto i: Coat 
PS ounly Fay. 


“= 


GARDEN FRESH VEGETABLES 


No. G-1000 Mystery Table— { , ’ 7 tj Vag 


ce e $197.50 


$187.50 4 ~ * ' 
$28.75 


$21.00 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


> Presenta ye : . displays Exhibits 


FREE: 


M4. Specialist Me 


L. STENSGAARD AND ASSOCIATES, INC., DISTRIBUTORS IN WASHINGTON, OREGON AND MONTANA IS BENEDICT, INC, PORTLAND, OREGON 





Display's Great Monthly Digest 


DISPLAY WORLD 


COMBINED 


MERCHANTS RECORD AND SHOW WINDOW 


VOLUME LVI 


FEBRUARY 


WITH 


1950 NUMBER 2 


CONTENTS 


Museum's Exhibition Provides Ideas For 


Dramatic Lighting As Used At Bonwit Teller 


Early Promotions In Chicago Cover Much Ground 


Imagination And Fantasy In Store 


Desi 3n 


Men's Wear 


By Clara Baldwin 
By Shirley Ware 


By Kim Hoffmann and 
Stephen Heidrich 


Macy's, Kansas City Provides Unusual Display Flexibility 


It's Definitely Spring In Los Angeles Windows 


Here And There 

Promotions Coming Up! 

New York Windows Are Colorful 
Display 
Display Key-Notes New Store 
Suggestions On How To Sell Mor 
Chandler: hicago 


Editorial 


How Indiana Teaches Display To 


The Di splay Parade 


DISPLAY WORLD Contest Is Ac« 


Simple Research Techniques Bring 
Reminiscin } 
Your Column 


Trade Personalitie: 


On And OF The Rec« 


This Sr ring 


Retailers 


Extra Sales 


PUBLISHED BY 


By John L. Cooney 


By Louis Gehrin 3 


By Virginia Roehl 


By Lloyd Buzan 


By Vernon H Jones 


By Tupper 


laimed By Field 


By Howard M. Cowee 


By Tupper 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI |, 


OHIO 


OUR NEXT ISSUE 


Fifty Years of Display” will be the 
title of an interesting article next month 
tracing by pictures and text the evolu 
tion of American display during the first 
half of the twentieth century. y An 
other feature deals with display oat a 
rug store whose annual receipts in 1925 
were $40,000 and in 1948 were well over 
$15,000,000 


articles which will make the March issue 


plus a number of other 


one of the best of the yeor 


THE COVER 


The display shown on the cover is by 
Henry Callahan, window display director 
for Lord & Taylor, New York City. The 
theme was based on Raspberry Ice 
(Photograph 
n full color by Wors nger Window Serv 

>», New York City 


for Judy'n Jill apparel 


OFFICES 


Eastern Office: 47 West 57th Street 
New York City 19. Phone Plaza 3-5989. 
Chicago Office: L. A. Woods, Macintyre 
Simpson & Woods, 5 East Wacker Drive 
Chicago |. Phone CEntral 6-1715. Cleve 
land Office: J. R. Monk, Macintyre, Simp 
son & Woods, 1900 Euclid Avenue, Cleve 
land 15. Phone CHerry 150!. Western 
Office: Duane Wanamaker, 610 South 
Broadway, Los Angeles {4 Phone 
MUtual 216! 


SUBSCRIPTION RATES 


ublished monthly at $3.00 a year for the 
United States and Canada; foreign, $4.00 a 
orders payable 

| money order 

Single copies, 30 

on orders direct to 

nnati, Changes 

ddress must be reported at least two 
n advance of effective date: otherwise 
pies cannot be supplied Entered 

ss matter September 20, 1922, at 

ncinnati. Ohio. under act of 


Audit National 


Bureau of Association of 


Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others 
See that it reaches other executives of 
your organization and the members of 
your department 








“Fashion Apparei for Women” Group 
Class C Store 

Sales Volume $15 million and over) 
LORD & TAYLOR, New York 

Henry F. Callahan, Display Director F 








“Fashion Appare! tor Women” Group 
Class B Store (Sales Volume $5 to $15 mittion) 
MACY'S Kansas City 

E. F. Parrett, Display Director 


“Fashion Apparel for Women” Group 

Class A Store (Sales Volurne up to $5 million) 
KIRVEN'S Columbus, Seorgia 

Gwen Epting, Display Director 


... and guess whose mannequins were used in all three prize-winning windows ! 


(shhh, we don’t want it to get around or everybody will be winning prizes) 


MARY BROSNAN’S mannequins 


Cot Williams, president @ 498 Seventh Avenue, New York 18, N.Y. © Mary Brosnan Mannequins 
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Rule of Facts 
‘oe mens 
Culising hilues 


HERE is no substitute for FACTS. That goes 


for measuring advertising values or making 





laboratory tests of materials for your factory. 

When you buy advertising space in a publication you 

have a cash investment in every copy of the issue that 

your sales message. Obviously some of the 

> who receive the paper are better prospects for 

goods and services than others. Thus the distribu- 

tion of your advertising, via the publication, becomes 

a No. | factor in the success or failure of your invest- 

ment. To appraise a publication’s ‘advertising value to 

your business therefore it is necessary to have all the 

facts about its circulation 
Send the Right 
Messcge to the 

Right People 

Paid subscriptions and re- 

newais, as defined by A.B.C, 

standards, indicate a reader 


Factual information regarding the identity, quality 
and size of business paper audiences ts available to 
advertisers in the reports issued by the Audit Bureau of 
Circulations. The Bureau, a cooperative association of 
3%) »rtise verticine ave . shi “r 
audience that has responded 3300 advertisers, advertising agencies and publishers, 
to a publication's editorial 
appeal. With the interests 
of readers thus identified, it 
becomes possible to reach 


has established standards for measuring circulations— 
maintains a staff of experienced circulation auditors to 
audit the circulations of publisher members—issues 


specialized groups effective- the information thus obtained in A.B.¢ reports tor 


ly with specialized adver- space buyers to use In evaluating, comparing and 


tising appeals 
selecting media 

The audited information in A.B.C. business paper 
reports includes the answers to these questions: How 
much paid circulation? How much unpaid? What do 
subscribers pay? What is their occupation or kind of 
business? Were premiums used as circulation induce- 
ments? How many subscribers renewed? How many 
are in arrears? Where are the subscribers located? 
By using the audited information in A.B.C. reports 
an accurately 

your business 
Audit Bureau of 
A.B.C. repor 


A.B.C. AUDITED CIRCULATION FACTS AS A BASIC MEASURE OF ADVERTISING VALUES 


and then 


DISPLAY WORLD 


CINCINNATI, OHIO 











REPORTS FACTS AS THE BASIC MEASURE OF ADVERTISING VALUE 
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WOODWARD & LOTHROP, Washington, D.C 
Woodie and Lottie visit Christmasland 
Here they chat with Mr. and Mrs. Jack 
Spratt and Mother Goose 


B. ALTMAN & CO., New York City 

Relief Christmasland map on 

Kach window a different country—Rock 
tain, Hobby Horse 


intry, (.hristma 


\ 1 ) 
background 


LORD & TAYLOR, New York City 

One of the “Lights of Christmas” windows 
a Botticelli angel holds back a section 

of starlit sky. Renaissance family group 


gaze into the distance at the Christmas Star 


U 


dy Your) Tu) WC t 


CARSON, PIRIE, SCOTT & CO., Chicago, II! 
Magnificent jeweled and lit fountains of 
ostrich plumes velvet poinsettias an 1 ystal 
lrops—Ballet mannequins—Trophy units 


mask sides— Painted back panels 


JOHN WANAMAKER, Philadelphia, Po 
Nativity procession—60 ft h 





MILLER & RHOADS, Richmond, Vo 
Cinderella laces up her ugly sisters or 


f the Big Party 


Factory —166 Smith Street, Brooklyn, N. Y. 


NG ) ' 
(HLL 444 wend cus ond wl cuers- 


ABRAHAM & STRAUS, Brooklyn, N.Y 
H appy ittle snowmen yodel and ski 


‘ @ the toys in tror 


BLOOMINGDALE’S, New York City 


S: family holding electrified pa 


YOUR STORE—1950 
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BLOW KW LITE 
the first NEW DISPLAY IDEA in a decade! 


Here's How 
E. tL. VOLLMER 
me Pittsburgh, F 


seph t 
Uses BLOXOLITE for 


PHONE, WIRE or WRITE 
FOR COMPLETE INFORMATION 


DISPiAay 


WORLD FEBRUARY, 1950 


@ Looks like glass blocks 
@ 11 Bloxolite equal the 
weight of one glass block 
®@ Translucent—turns every 
light ray into a sparkling 
eye catcher 
@ Flexible —can be used for 
windows-—- interiors 
re-used for other applications 
@ Inexpensive in first cost 


easily erected by any dispicy man 





EXCLUSIVE 
NATIONAL 
DISTRIBUTOR 


ART R. COHEN CO. 


810 PENN AVE,., PITTSBURGH 22, PA. 
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Make the TEKWOOD VERSATILITY TEST 


sia 2 
How many of these material characteristics do you need ? MADE Of GENUINE 


How does your present material compare with Tekwood ? 


YOUR YOUR 
PRESENT PRESENT 
TEKWOOD MATERIAL TEKWOOD MATERIAL 


yy Unusually high 
trength / weight ratio 

The secret of Tek wood’s versatility 

_ Extraordinary durability lies in the way it's made. To each 
side of a core of sturdy hardwood, 

weight a tough sheet of Cylinder Kraft 

paper is bonded. The grain of the 

Kraft goes at right angles to the 

grain of the wood. The resulting 

sandwich” ts tough, strong, rigid 

Write us today for complete data 

on Tekwood. Chances are you 


can use it 


UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 18, N. Y 
Manufacturers of Tekwood and Weldwood Plywood 








SNOBLOCK . 


REALISTIC SNOW TEXTURE # 
FIREPROOF *° LIGHTWEIGHT 


Be Sure to Include Versatile FROSTEE BLOCKS in your 
Spring and Summer Budget 
Sold by Manufactured by 


LEADING DISPLAY JOBBERS THROUGHOUT FROSTEE SNO CO. 
NORTH AMERICA ANTIOCH, ILLINOIS 








FEBRUARY 950 BIS PLAY 


IT AIN’T 80° 


How does one stop malicious rumors about one's intentions? 
How does one go about combating "two-bit'’ opinions of 


one's integrity? 


Mr. Display Manager, if you have been told 
anything about MAGNANI MANNE- 
QUINS except that we are pro- 
ducing the best Mannequins 
ever and that we are en 
joying the best busi- 
ness of our en 
tire career 
wre 


peat 


iT AIN'T 


now showing our 1950 line 


magnanit mannequins 


236 West Hith Stree 


t 


N 


Y 
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Famous 72-Row NATURE-LIKE Grass Mats 


aan, x 6 ft. $3.75 


Size Mats 














SPRINKLINGS 
Sovers approx 
40 sq. ft., 
= thick. - 50 
; Ib. cart 








We promise these fresh, Nature-Like Grass Mats will NEW LOW PRICES 
enhance the attractiveness of your display creations 12 in. width x 15 ##. length $ 4.50 
17 in. width x 15 ft. length 6.00 
; ‘ ; 5 ft. width x 6 ft. length 7.15 
because they are made of highest quality material 3 ft. width x 15 ft. length 10.75 
and workmanship. The turf is heavy and extra-thick 5 ft. width x 10 ft. length 13.50 
; . , 5 ft. width x I5 ft. length 19.75 
Perfectly uniform and even no bare spots show 3 ft. width x 30 ft. length 21.75 


through on these Nature-Like Grass Mats. Turf is Available in Natural Raffia Grass at same prices 


securely stitched to a durable burlap base Special Sizes to Order — Any Length or Width 


woos ART R. COHEN CO. w= 


a 810 Penn Ave., Pittsburgh 22, Pa. stares 


These mats have the ‘new look" that lasts longer — 














WALL BOARD TUBES 


LARGE STOCK ON HAND 
FOR IMMEDIATE SHIPMENT 


FOR YOUR 


CRUISE AND 
SUMMER WINDOWS 


TUBE PRICES 
Diameters of Tubes 

2 3 4 6 8” 10° 12 14 16% 

20 $ .35 $ 50 $ 65 $ .90 $1.25 $2.50 $3.00 $3.50 $4.00 
65 70 25 1.60 3.60 4.50 5.25 5.75 | 
65 85 1.2 1.75 2.25 4.75 6.00 7.00 7.75 | 
90 2 2.85 685 8.90 9.80 11.10 2 

3.70 9.10 11.85 13.00 14.70 30.00 








Handling Charge ‘ 


One diameter One leng 


See your nearest jobber or write direct 


MUTUAL DISPLAY MFG. CO. 


1101 POWER AVE CLEVELAND, OHIO 
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What's Her 
EYE-q 


in a Store Window? 


Will Passers-by Stop | 
for a Second Look... 


and WHY? 


*Yes — what's the EYE-Q (eye-catching 
quotient) of this costly manikin and all the 
elaborate equipment required for displays in 

your store and its windows? Whatever your 


answer, you'll still find many helpful new 


DISPLAY 
SELLS... 
Facts 
Prove It. 


facts in the Pilot Study in Display Research 
now being conducted by the N. Y. U. 
School of Retailing. Visual Merchandising 





Report No. | is now available at only $5.00. 


Reserve your copy now. 


NATIONAL ASSOCIATION 
OF DISPLAY INDUSTRIES 


1Y EAST WALTON STRRET. 
CRERFCA GSD. tEEPN @tsS 
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TUFFY 


WOR FEBRUARY 


1950 





GUARANTEED FOR SERVICE 


“Tuffy” is the answer to Buyers’ 
clamor for a really strong hanger that 
is primarily designed for COATS and 
yet adaptable to other uses. Extra 
weight and girder-type construction 
make Tuffy practically unbreakable. 


Tuffy is made in three different 
styles to cover a wide range of uses. 
Choice of REGULAR or EXTRA LENGTH 
hooks. Available in Clear, Amber, 
Red and Green. 


When writing for details refer to 
style numbers. 


NO. DLMC 


“TUFFY” FEATURES 
DIMENSIONS: 17 


HOOK HEIGHT 5 
standard hook, 3 


CHROME PLATED extra heavy 9 gauge 


wire hooks 


long—top rib width 9/16 
above top of hanger —snort 


from top of hanger 














he & Sons Ine. 


Since 1900 28 NORFOLK STREET NEW YORK 2. NY 


ORchard 4-1780 











Your Display Will Look Better with 
“NATUBALIRE’ GRASS MATS 


may Loe il win siZts 


Whatever li play will look better mae i the foll 
mad “sell” better with “NATURALIRNE” Grass Mats 
New ls prsiperanve vith lane of stitehin | ipart 
Closely trim 


iltra 


oS xi0. 20 Xav 
TUFF TURF SPRINKLINGS 
fill-in” wr odd 
spots diffieult to fit with re Kasy to reuse 
Available 
Naturalike” rass 


mildewproofed too 


, erdant reen. thes The new economical material fe shaped 
high « lity nea vill 


enhances Vout every 


vular mats 


display in 3 or 4 Ib. cartons. Grass green to match 


your mats bireproofed ind 


bireproofed aed roebdew pore ed made o e tinest 
ratha 1 


trataitastate 


burlap rise ina 


Order your “NATURALIKE” grass mats and TUFF TURF SPRINKLINGS from your display jobber now — today 


MEMORIAL GRASS CO. 


UHRICHSVILLE OHIO 

















an every detail, 
the figures by which 


all others 


judged \ on 
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RIN MOTION 


BUNNY THE ARTIST 
G-509 
THIS IS A LIGHT AND ACTION DISPLAY 
SIZE—32" x 48''—Screen printed in nine beautiful colors on 80 point cardboard. The 
action is the Papa Bunny painting the eggs and the Mamma Bunny polishing them. In 
the lower right hand corner a shell is opening and closing showing a Chick inside. On 
the lower left there are two children behind a hill, a Boy nodding his head and a Girl 
waiving her arm. This three plane display is encased in a wooden shadow box frame 
and is animated by a patented Gregory Motor, 110 volts, A. C. or D. C. It is $3500 
complete and ready to plug into your outlet. COST—F. O. B., our factory, 


FEEDING BUNNY 


G-510 


SIZE—19" x 24"'—Screen printed in eight 
radiant colors on 80 point cardboard. 
The action shows the Bunny in the upper 
left in a galloping motion. The other Rab- 
bit is being fed carrots by the little Girl, 
and as he attempts to nibble she pulls the 
carrot away. This two plane display is 
encased in a wooden shadow box frame 
and is animated by the patented Greg- 
ory Motor, 110 volts, A. C. or D.C. It 
is complete and ready to plug into your 
outlet. COST—F. O. B. our $45 
factory, 


GREGORY MOTORS, INC. itoocin in. 
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DECA POLE 


| aD * oF ateni. <3 





Pipi 
FOR INTERIOR DISPLAY 


Be 
FOR WINDOW DISPLAY 


The New Module Type DECA POLE 
is rapidly being adopted as a standard dis 
play prop by America’s largest merchan 
dising organizations because it provides a 
means of support for window and interior 
displays that may be erected, dismantled 
or moved, practically at will he prin 
ciple involved is to hold the pole in a 
vertical position by means of a strong 
spring exerting pressure equally against 
floor and ceiling, thus providing a rigid 
upright for the support of all types of dis 

plays. The pole is composed of modules of different lengths as illustrated at 
right. The modules are 1% in. diameter carbon steel tubing finished with a hard 
surfaced ice blue baked enamel. Unpainted section ends are treated with rust 
inhibitor to minimize rusting. By removing one or more of these modules, the 
standard DECA POLE can be made to accommodate ceiling heights from 31 in 
to 12 ft. 6 in. Ceiling heights over 12 ft. 6 in. can be accommodated through the 
addition of 30 in. modules as shown in the schedule below 
From 12 ft 
From 15 ft 
From 17 ft 
From 20 ft. 
From 22 ft 


in. to 15 ft. inclusive 
in. to 17 ft. 6 in. inclusive 
in. to 20 ft. inclusive 
in. to 22 ft. 6 in. inclusive 
in. to 25 ft. inclusive 


extra module 

extra modules 

extra modules 

extra modules 

extra modules 
Inserting extra 30 in. modules into the pole may mean that one or another 

of the shorter lengths may have to be removed to accommodate your particular 

ceiling height Regardless of ceiling height, to assure maximum spring tension, 

the plunger in the top module should be compressed not less than 1 in., nor more 

than 6 in. when the assembled pole is placed in position. Price, each additional 

30 in. module $2.75 


CIRCULAR W-2 SHOWING A COMPLETE LINE OF ACCESSORIES 
FOR USE WITH DECA POLES IS AVAILABLE ON REQUEST 


GARRISON - WAGNER CO. 


2018 WASHINGTON AVENUE, ST. LOUIS 3, MISSOURI 


7 
| 

7 
1 
/ 


nbotwve 


The New Module Type DECA POLE 


A Revolutionary New Display Prop 
Reduces Display Cost 
Increases Display Impact 


Rubber 
r -_ 


eee Hetil Oo anced 


| 


STANDARD 


12 Ft. 6 In. 
Module Type 


| 
DECA POLE » 


Consists of .. . 


30 Inch Module 


With Spring Loaded 
Plunger 
4 


33% Inch Module 


Vv 


7% Inch Module 
15 Inch Module 


30 Inch Modules 


Vv 


No. MS-36 


$14.95 


Each 
F.O.B. ST. LOUIS 





Rubber Insert—> 


ratent Pending 
No. 99187 





Enter the First Annual 


DISPLAY WORLD 


{ N T 


eee 
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DISPLAY CONTEST 


DISPLAY WORLD is sponsoring this 1950 international display contest 
— with 315 awards — as an incentive to still better display throughout 
the world and to reward outstanding displaymen with tangible 


evidence of their ability. 


It is our belief that this recognition of 


meritorious work will benefit the entire profession, and we view it as 


one of our obligations to the field we serve. 


If this contest has a 


stimulating effect on creative display and increases recognition of the 
fine work done by displaymen, then we will feel amply rewarded. 


All displaymen are invited to participate. 


There are no restrictions. 


Top awards will be beautiful gold. silver and bronze plaques, and 


there will be gold, silver and bronze medals presented in each of 100 


classifications covering every type of merchandise. 


In addition, a 


gold medal will be awarded each month for the best display entered 
in the contest during that month. 


Every displayman, no matter where, is invited to participate in this 


contest. 


Read the rules carefully and get your entries started today 
and keep them coming. 


CLASSIFICATIONS 


Women's and misses’ evening 
wear 
Women's dresses 
Women's sportswear 
Women's coats, suits 
Furs 
Bridal display 
Millinery 
Women's footwear 
Women's hosiery 
Neckwear and scaris 
Handbags, umbrellas 
Women's gloves 
Jewelry 
Yard goods 
Lingerie 
Notions 
Towels 
Handkerchiels (women's) 
Girls’ apparel! 
Children’s footwear 
Children's hosiery 
Infants’ wear 
Corsets, surgical garments 
Bathing suits (women's) 
clothing 
shirts 
neckwear 


creo nniingeicianbies 
SSSISFSSEHSeereveen 


sportswear 
toiletries 
robes 


Men's evening wear 


Men's gloves My 
Boys’ clothing 72. 


Boys’ furnishings 

Toys 

Luggage 

Athletic equipment 
Institutional display 
Civic display 

Furniture 

Radios, television sets 
Musical instruments 
Floor coverings 
Wallpaper 

Draperies and curtains 
Paints 

China, glassware 
Silverware 

Gift novelties 

Books 

Stationery 

Linens, bedding 

Drvgs 

Cosmetics, perfumes, etc. 
Tobacco, smoking equipment 
Groceries 

Candy 

Liquor, other bottled goods 
Retrigerators 


. Electric and gas appliances 


Kitchen equipment 
Automobile showrooms 
ies and 





equipment 
Vacuum cleaners 
Hardware 
Photographic equipment 


. Optical goods 


Exhibit booth 

Exhibit display 

Christmas interior 

Christmas facade and marquee 

Floats 

Showcards, pen-lettered 

Showcards, brush-lettered 

Machine-lettered cards 

Banks and other service 
institutions 

Travel displays 

Animated display, interior 

Animcted display, window 

National advertiser's display 

Valentine’s Day display 

Easter display 

Mother's Day display 

Cotton Week display 

Father's Day display 

emt. ine Day display 





Office equipment and sp 
machines 

Ranges 

Laundry equipment 

Garden tools and equipment 

Lamps 


iving Day display 
Christmas display 
Style show setting 
Interior * ‘shops” such as “Bud 
get Shop” . “Town & Country 
Shop”, etc. 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, CINCINNATI, OHIO 


Any displayman in any store in the world may enter this 
contest. It is not necessary to be a subscriber to DISPLAY 
WORLD 
All entries must be of displays installed during the year 
1950. 
Entry is by means of one or more black-and-white glossy 
bly 8 x 10 inches in size. As many 
entries may be made as desired. No entries will be re- 
turned. 
Each photograph must be clearly marked on the’ back 
with | the name of the entrant, store, city, and contest 
E: “John pe Dexter & Sons, 
Kansas City, Mo. Classification No. 74” 
All entries become the property of DISPLAY WORLD. 
All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 
Entries may be submitted at any time. All entries re- 
ceived during a given month will be judged for the 
monthly gold medal award for the “Display of the 
Month”. The contest ends December 15th, 1950. 
The entry judged best in its classification will receive 3 
points and a gold medal; second best, 2 points and af 
silver medal; third best, 1 point and a bronze medal. 
The entrant who receives the greatest total number of 
points will be awarded a gold plaque, suitably en- 
graved; the one receiving the second greatest total num- 
ber of points will receive a silver plaque; the third 
greatest total number of points will be awarded a 
bronze plaque. 
Each photograph entered will be eligible for only one 
classification. 
Judging for the annual awards will be done by an out- & 
standing board of well-known display authorities. Their 
decisions will be final. j 
Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of DIS- 
PLAY WORLD. Their decisions will be final. 
In case of a tie, duplicate awards will be made. 
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display fabrics 


You'll go for Satin-Glo Briar and its 

12 jewel-clear Art Tones that will complement 
the beauty of your finest merchandise. The 
rich, satiny finishes and soft, glowing colors 
will give your displays and your products 

a lift to higher sales. Satin-Glo Briar is a 
strong, durable fabric with washable lacquered 
finish, easy to clean. Write for sample book 


of swatches in full color range. 


COLUMBUS COATED FABRICS CORPORATION 
Dept. DW-20, Columbus 16, Ohio 
\ columbus Coated Rush Sample Book of Satin-Glo Briar Display Fabrics in full range of colors 
in 
\ pabrics Corporatio 
1 Columbus, Oho Name 


Address 
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F P 
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For over 53 years we have been a primary source for 


displays and decorations that promote sales and reflect 
progressive merchandising trends. 

Nowhere else will you find the variety and wealth of 
display ideas developed over this period of years. 

See our new Spring display treatments . . . all with that 
“Decorative Touch’. Put us on your calling list when 


in New. York. 


DECORATIVE PLANT. 


CORPORATION 
136 WEST 24th STREET - NEW YORK 11, N. Y. 
WAtkins 4-4405 


SSS 
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Dinwiiitee egg Displayeret tes 


@ VERSATILE ALL PLASTIC EGG 
@ RUFFLED TRANSPARENT TOP 
@ RUFFLED OPAQUE BOTTOM 

@ IN PINK, BLUE, OR YELLOW 


Delightfully Different. Opens For Minature 
Merchandise, Such As Cosmetics, Jewelry, 
Ap Etc. Also Wonderful A< Decoratives. Mul- 
tiple Uses In Cases Or Windows. 
e 


EGG SIZE arkow :-lewis 


4" y 2%" x 2" PER GROSS ASS'T. associates 
AMAZING VALUE! ORDER NOW! SUPPLY LIMITED! 705 Arch St., Philadelphia 6, Pa. 





Spruce Up for Spring 


For styling, craftsmanship, service 
and price use the leading manikin 
refinishers serving the finest stores 


from coast to coast. 


Madisonia’s high style wigs are 
now available with built in ex- 
clusive snap-on steel bands that fit 


all head sizes. 


Buy the best the outstanding 
manikin manufacturers do! 


MADISOMA 


164 WEST 25th STREET @ NEW YORK CITY 1 
CHICAGO @ DALLAS @ PASADENA @ SAN FRANCISCO 
FACTORY-ON-WHEELS NOW TOURING MID-WEST 
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It’s a Natural... for all cards i 7 S shirts 
and signs up to 7’ x Il’ in size 


Showcard Machine sets the pace again . . . with this sensational 
Model 7-11. It brings the time-proved convenience, speed and 
economy of Showcard Machines within the easy reach of even 
the smallest store. Its 7 x 11 capacity covers the bulk of all sign 
requirements makes it a complete sign shop for the smaller 
store, a low cost workhorse for the larger store. 


te sgned 


hurt 
ts 
1th non, 


-wilt collars 


It has the same rugged Showcard Machine construction that 
has served for as much as 20 years without asking a single repair. 
There's nothing to adjust, nothing to get out of order. Anyone 
can operate the Model 7-11 and turn out professional signs in 
minutes of time, at pennies of cost 


Sizes for every need — The complete line-up of Showcard Ma- 
chines answer every sign-printing need. In addition to the new 
Model 7-11 there are larger models A, B and D, which can pro- 
duce signs, showcards and window streamers up to 25” x 34” in 
size. Showcards Machines are used by many of the world’s 
largest merchandising firms. 


tt 
CHOCOLA 
NEAPOLITAN EGGS 


wie 39" oo 2 ‘SO 


KENNEDY NECKWEAR 
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Old King Cole brings the 
Easter Bunny up to date 


wo? 


KING COLE DISPLAYS, Inc., Canton, Ohio 
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THE REYBURN MFG. CO., INC. 


FACTORIES: PHILADELPHIA 32, PA. ROYERSFORD, PA. 
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SNEDAKER VARIBENDS of 
Tempered Masonite Presdwood are ready- 
curved for your use in modern display 
design. Graceful rounded corners, “U” and “S” 
shapes make possible a wide variety of 
unique and interesting displays which attract 
instant attention by their shapes alone. 

Varibends come in 8 and 12 foot lengths, 
in varied widths from 1 to 4 feet, and are 
stocked in 18 basic bends. They are easy to 
saw, can be nailed, drilled, edge planed, 
sanded and bull-nosed. The surface is resistant 
to acid and water, and excellent for F 
smooth enamel finish. 


a SoM EB, MYPAL SPP INNS PC BEING RO DRO I ie RAYE OT att 


Masonite Presdwood is strong 
and durable, suitable for permanent 
installation if desired. Economical to 
use, saves time and labor. Varibends displays 
are easily set up, repacked and shipped. 


ee 


Send for 
illustrated brochure 


FRANK C. SNEDAKER & CO., INC. 
9th & Tioga Streets, Philadelphia 40, Pa. S 
New York State Representative : 
Charles F. Flynn...1465 Broadway, N. Y. C., N.Y. 
New England Representative: 
James F.Farrell...45 Lincoln Street, Dedham, Mass. 
B 4 
\8 PAS). 


TEMPERED 
APPROXIMATELY 


8 
3-INCH RADII E NDS MASONITE 
PRESDWOOD 


/ 
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ABACOT presents 


Sensational! 
3-dimensional 


LEAF 
OF 
LEAF 


(Patents Pending) 
*In Manhattan, Exclusively MACY'S 
till April 15th. 


A luscious green, rich-textured material of tough 
waterproofed stock. Use it for massed leafy 
background—for hedges—around columns—pin 
blossoms to it. 


per roll 25" wide 8' long. 


oF 
S SPUL | P - T \- J TN) ei wen _ SMeO>s ee 
NOW AVAILABLE _ | 
IN SEVEN FUNCTIONAL PATTERNS 


These natural deep textured patterns are the 
finest ever offered the display field and come 
in sizes listed. 


Flagstone & Grass 28" x 20° 
Stonewall 28" x 20° and 48" x 15’ 
Oakbark 28" x 20' and 48" x 15' 
Brickwall 28" x 20' and 48" x 15’ 
Lannon Stone 48" x 15' 
Timber 28" x 20' and 48" x 15' 
Drape 28" x 20’ 
All Sculp-tu-rolls 


per roll LANNON STONE—48" wide x 15’ long. Colorful blended grand 


canyon tones of yellow-orange and greys. 


We Manufacture Many Other Popular Display Items! 


e@ DISPLAY CORRUGATED e@ HALF-CURVE @ QUILTFOIL e@ LEATHERETTE FLOORING PAPERS 
@ P. K. DIE-CUT VALANCES e¢ FRAMES-BY-THE-ROLL e@ ABROCADE eSCULP-TU-ROLLS e@ 
Custom-made displays and materials for quantity users. 


BE READY FOR SPRING—ORDER NOW! 


ABACOT ispLays, INC.,, BEDFORD HILLS, N. Y. 
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A VARIETY OF 
STYLES... 


As you want 
them! 


WEStmonns 


WOMANS shop 
; ON. > SHOP 


TSR G 


Desmond's Wilshire, California, 
demonstrates the attractive 
versatility of Mitten's Letters, 


FLOOR 








THE A,B, C’s, OF GOOD DISPLAY! 


VERSATILE 


Mitten’s Letters are third dimensional and dramatic, 
and so easy to read! A variety of styles (illustrated 
on the left) to suit any mood or theme are available 
Depth of relief ¥g” to 1”. Sizes 4," wo 9 


CONVENIENT 


They are so easy to use! Every letter is perfect, 
needs no painting or finishing. White, they can be 
tinted any color. THREE CONVENIENT TYPES— 
PIN BACK, to be used on wood or fabric or any- 
thing soft. SANDED BACK, for pasting on any 
hard surface with rubber cement or glue. They'll 
stick until you pull them off with a twist of the 
wrist. TRACK LETTERS, they slide into place with 
a minimum of effort. Ideal for dramatic lighting 
effects, window decorations, department markers 


ECONOMICAL 


Mitten’s Leuers can be used over and over when 
desired — BUT they are so inexpensive they can be 
discarded without a pang. Cheaper than cut-outs 
and so much more finished and beautiful 


MITTEN'S LETTERS 


280 West 5th Street 
Redlands, Californio 


IDEAL FOR 


Window Displays 
Informative Signs 
Department Indicators 
Bulletin Boards 
Outdoor Signs 
Back-bar Menus 

Desk Signs 

Room Indicators 

and there are hundreds 
of other uses... 


ASK YOUR DEALER 
or write for complete 
specifications, prices and 
suggestions. 
Distributorships available. 


IAITTEN’S LETTERS 


Suite 506D, 2 West 46th St. 
New York 19, New York 
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Museum's Exhibition Provides 


OW on view in New York City and 
N cheduled to continue for several 
months is an unusual and amusing 
displays tracing apparel 


I4th 
into the 


group ot 
from the late 


present and 


mens 


styles century to the 


going future with 


fashions styled for tomorrow by a number 


treat 
fashions them 


designers The 


and the 


of leading teminine 


ment of the displa 


selves will provide men’s ar displaymen 


with many as for windows and interiors 


Adam i looking glass,” an exhibi 


tion pre y six hundred vears of finery 
January 13 at the 
Museum of 


first time the 


tor men ( ostume 
Institut © Metropolitan 
Art, New York City. For the 
potlight 1 | fashion 
that 


Adam 


focuse 
in a series ot displays 


eve has stolen 


proves 


many a trom 


Here 
a group of 12 enterprising designers holds 
up the fashion mirror to the future to give 
believes the well 


in the past. too, Eve, represented by 


what she 
dressed man may be wearing tomorrow 


a glimpse of 


Tomorrow's fashions in the exhibition are 
the results of a first attempt by a group of 


women designers of women's fashions to 


introduce new ideas into clothing for men 


—Upper left, an American costume of about 
1848. -Upper center, European, middle of 
the 18th century. Top right, French, last 
quorter of the |8th century. -Lower left, 
American, 1820-1825. Below, 
1828. .Lower right, American, 
Benjamin Knotts is display manager 
for the museum— 


center, 
American, 


1910. 





This 


evening 


summer and 
originated by Mrs. Brooke 
Cadwallader (executed by Bronzini), Hattie 
Carnegie, Lilly Dache, Mabel Julianelli, 
lina Leser, Claire McCardell, Leslie Morris 
(Bergdort Goodman), Elizabeth Phelps, 
Clare Potter, Sophie of Saks, Valentina 
Sally Victor, suggests and 
variety in masculine attire through the im 
aginative use of fabric, color, and form. It 
Adam dress 
Adam? 


century, the 


display of clothes for 


wear, 


and new ease 


also raises the question: does 
Eve dress for 
back to the late 14th 
exhibition begins, historically, with the radi 
which followed 
mail with fitted 
The museum's rich collections 


armor, 


for Eve, or does 

Going 
cal change in men’s dress 
the replacement of 
plate armor 


chain 


of sculpture, paintings, tapestries, 


and textiles provide illustrations of the new 
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Ideas For Men's Wear Displays 


tights and “sur 
belts 


began to 


close-fitting hose or 
cottes” with full 
short peplums 
at this time. The 
the legs, replaced the loose robes and cloaks 
which had dress for both 
Middle Ages 
than 400 
when 


mode 


sleeves, tight and 


which men wear 


new tashicn, exposing 


been the usual 


men and women during the 
and continued in vogue for 
until the 19th 


trousers came into 


more 


years century long 
fashion 

The close relationship of costume to armor 
is shown in portraits and in actual garments 
in the exhibition Clothing followed the 
general contours of armor, and after 
had 
fare its lines were evident in the 


silhouette of the loth and 


evel 


armor ceased to be essential for wel 


fashionable 


broadened 17th 


centuries 


Brocaded and silk capes of this period, 





such as are shown in portraits of Sir 
Walter Raleigh, are on display, as well as 
shirts knitted of silk and 
knitted caps, and an elaborate 
straw hat simulating a helmet 
shoes with slashings, 
toed “duck’s bills,” are 
seen in portraits of Henry 
milian 

In a tableau decorated to suggest an 18th 


gold thread, 
l6th century 
Rare leather 
among them 
like the ones to be 
Vill Maxi 


broad 


and 


—Top left, American, period of 1900 to 1908 
-Upper right, part of the modern cos- 

tumes for men section of the exhibition. 

The lower photographs show details of this 

part of the presentation, the setting of which 

was done by Henry Callahan, Lord & Taylor 

. . « .(Last four photographs by courtesy of 

Acme Newspictures)— 





century interior, rich 
a picutre 
of that time. Of silks, satins, and fine 


these luxurious 


seven costumes pre 


sent of the elegance characteristic 
wools, 
ensembles are set off by 
delicate colors 

articularly striking is a Spanish costume 
of purple and black figured silk 


with a 


embroidered waistcoats of 
Bordered 
wide band of floral embroidery, its 
coat is fitted in the back and has a vent and 
large flap pockets 

These like those in other tab 
leaux in the exhibition, are 
life-sized mannequins cut from flat board 
The effective using blow-ups of 
old prints and fashion plates for character- 
istic past, with appropriate 
and beards, 


costumes, 
displayed on 


device of 


faces of the 


coiffures, mustaches, lends 
charm and realism 


[Continued on page 54] 
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S with photography, good lighting is a 
tremendous factor in creating the 
proper effect with display—for height- 

ening the drama of the setting. Gene Moore, 
display director for New York City’s Bonwit 
Teller, who is a wonderfully experienced 
photographer along with being a creator of 
beautifully dramatic display settings, con- 
siders lighting to be at least 50 percent of 
the effectiveness of any display 

Shadows are of prime importance, he 
feels, with the end result governed largely 
by their placement. In display as in photog- 
raphy, shadows can distort or they can be 
used to correct objectionable features. These 
can be conspicuous physical features: A 
short face can be lengthened, a long face 
shortened, noses toned down or built up, 
angles softened. The advantage in display 
is the fact that the mannequins have perfect 
faces from which to work, hence such prob- 
lems are not as serious as when working 
from life. However, another essential dif- 
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ference between the two media gives photog- 
raphy an adjustment of camera angles not 
possible in setting up a display. 

Mr. Moore says it is difficult to achieve 
the best results from display lighting as 
the majority of existing have 
physical handicaps. Architecture, he adds, 
will have to be different to rectify the situa- 
tion. More depth is needed. 

In one instance of designing sets for his 
widows at Bonwit Teller’s, he cut the win- 
dow openings to a 4-foot square, which 
left the depth in greater proportion to the 
width and height—making possible a perfect 
lighting arrangement particular 
displays. 

Aside 


windows 


for these 


from the depth needing to be the 
greatest distance of the window dimensions 
for best results, Mr. Moore feels that the 
window ceiling should never be visible to 
the passerby, and that the lights themselves 
should be invisible at all times, unless 
specifically arranged to contribute to the 
display setting. 

A case in point was a set of displays 
where he used lights across the base of the 
front glass to serve as footlights. These 
were to create a theatrical atmosphere for 
featuring full dress attire, having a row of 
men in formal apparel as background for 
mannequins in elaborate evening gowns. 

On one occasion he used a slanted ceiling 
made with a translucent material 
through which he lighted the display. By 
slanting the ceiling he not only concealed 
the lights but cut the window opening to 
give greater depth 

Within the past few years more stores 
are being designed with sidelights, which 
give better lighting possibilities than when 
the lighting is placed overhead in the fash- 


frosted 


—Gene Moore, display director of Bonwit 
Teller, seldom uses white light in his striking 
displays, prefering the subtlety of color to 
“soften” the settings and point-up the mer- 
chandise. He is seen at the upper right— 
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At Bonwit Teller 


ion architects have previously been in the 
habit of arranging it. 

In the case of his own store, Mr. Moore 
installed baby spots as side lights, in addi- 
tion to the overheads already present. Since 
the windows were designed and constructed 
with no sidelightings, however, there is no 
space for masking, hence the sidelights are 
visible to the passerby. 

In designing for the Chicago store re- 
cently opend by Bonwit Teller, Mr. Moore 
had strip lights installed, to be covered 
when not in use by a false floor. It is 
interesting to note that Bonwit Teller’s is 
reportedly the first store to use strip lights 
in New York City. 

One clever display arrangement for the 
Bonwit Teller windows was achieved with 
a group of lamps. They were focused to 
make a pattern of shadows on the back 
wall, while the store’s own window lights 
were used on the merchandise. 

The second important factor for achieving 
good effects with display lightings is the 
proper use of color. Mr. Moore feels that 
a major fault with many displays is that 
too little attention has been paid to the use 
of color filters. As a result many settings 
do not achieve an overall toning 

Although Mr. Moore's favorite color filters 
are pink and blue, he warns that pink can 
not be used on green; it kills the color tone 
rather than heightens it 

He finds that pink and blue together are 
the best colors to use on a mannequin’s 
face and only uses green for face lighting 
to tell a particular story—-to make a face 
witch-like, for example 

[Continued on page 76} 


—Lack of window depth in most stores is o 
constant lighting handicap to displaymen, 
Moore believes, and he urges architects to 
take this physical factor into consideration in 
new store construction. .. . (The two photo- 
graphs of Moore at work with his lighting 
system are by Cris Alexander)— 


By CLARA BALDWIN 











= 
4 
¢ 
t 


ACATIONISTS going South or North 


were with a comprehensive 
displayed in 
Scott & Co 
transformed wishful 


a “Holiday 


sales fe 
Sun.” 


lief 


mit was < Hel map 
ere of dull green on 
vlobe set 


background ippe ired to 


it By at 


veriphery 


“Holiday Snow 


featuring slim trouser 


gravy woo and on the opposite ide “The 


look with gentle fullness 


slim 
skirt 


camisole 


good 


platted 
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i 


romotions In Chicago 


with factors 


The winter virtues his is one of the prime 
cool blue and green lighting, while on the in sponsoring a permanent exhibit of good 
changed to design at the Merchandise Mart, Chicago, 
of in cooperation with the Museum of Art, 
papier mache was designed New York City 

f Clement Bradley, director of dis For the past 


rection of 
play, and constructed by a cal Scott & Co. has been experiencing increased 
designs and 


resort area was washed 
sunny side the lighting was 
amber The topographic 
under the di- 


warm map 


several vears Carson Pirie 


display 
interest in these revolutionary 


actively promoting 


manutacturer 


For the their sale 


past tew years there been 
interest a imed with the inauguration of the “Good 
Design” exhibition at the Mart, Carson's 

ned six windows, representing the works 


} 


developing a_ noticeable 
modern furnishings 


sometimes called. Designers « 


dern, or progressive 


idvanced styles con prise a group < ) a number of contemporary designers 


most otten great 
yellow, 


back 


con- 


associated with the 


who are constantly experimenting 


new construction principles, new fabrics designing field—sunny 


t used for 


unusual fibre content, and new materials persimmon, gray, et were 
Because grounds which were kept 
ideas form with the simplicity reflected by present- 

The home furnishing displays 
department, 


is foam rubber and plastics simple to 


se interiors embrace revolutionary 
they have limited acceptance and it is neces lay talents 
their were installed by the display 
direeted by Clement Bradley; one is seen im 
second illustration 
and white produced a strong visual 
Goldblatt 


public with 


sary to acquaint the 


—Upper left and right, by Clement Bradley, 
Carson Pirie Scott & Co. .Lower left and 


right, by J. Boghosse, Goldblatt Brothers— solo display at 


impact tor a 
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over Much Ground 


Brothers, featuring millinery and “Saucy 
Red” cosmetics, inspired by the 
the cosmetic package. The display 
consisted of white cactus hung with 
painted red as pictured. Feminine 
holding a selection of spring millinery 
attached to an upright tree by means of pegs 
On the checkerboard floor of red and white 
spatter-dashed with red, the skulls of steers 


colors of 
hxture 
prisms 
hands 

were 


were painted white and ornamented with s¢ 
quins and prisms. The model 
spring dress with white bead trimming and 
carried a red and white parasol. The copy 
referred to the millinery as “Saucy Red 
straw bonnets reminiscent of Grandmother's 
Days but with a flair completely different 
The was by J 
manager 

At the 
early showing of accessories 
suitable for gifts on St Day 
Two heart-shaped merchandisers were cover 


wore a red 


display toghosse, display 


Joghoss:: presented an 
and 
Valentine's 


time 
fashions 


Same 


ed with red and aqua blue fluorescent satin, 


quilted with gold cabochons and edged wit! 


netting. In the background a cupid 


with blue picked up from the up 


white 
draped 
right heart, pulled back a curtain that re 
peated the 
heart 


horizontal 


devoted to 


fluorescence of the 
1x gitt 
11 
il 


windows were 


giving merchandise and at both sides of a 
windows spring suits suggested that St. Val 
Day Fea 


cards gifts 


was also suit buying time 
that the “Lovely 
go straight to heart 


entine’s 


ture clared 


aimed to her were in 


cahoots with cupid 


Tones of ombre provided a retres! 
spring wedding party setting in one ot ¢ 
A. Stevens & Co. Wabash avenut 


background color 


window 


The Was pale pe ach wit 
church 


covered 


i-palms and ferns contributing a 
feeling \ white moire rt 
floor and garlands of 
outlined the 


asparagus terns 


window frame The bride's 


—Upper left, by Arthur Gault, Chas. A. 
Stevens & Co. . . .Upper and lower right, by 
John Moss, Marshall Field & Co. -Lower 
left, by G. C. Bowen, Henry C. Lytton & Co.— 


By SHIRLEY WARE 


copy as "A 
Attend- 
ants’ costumes ranged from peach through 
bark same fabric The 
arrangement otf 


gown was described by the 


drift of nylon tulle in peachbloom”. 
and melba, in the 


bride’s bouquet was an 


variegated ivy leaves and the bridesmaids 
eld roses made of magnolia 
tied ribbon Head 
eaus matched these unusual bridal arrange- 
this wedding 
group were specially created for the window 
by Arthur Gault, director of display A 
gratifying reward for the effort 
put forth in coordinating displays of this 
type sales in 


le aves, 
band 


large 
with chartreuse 


ments The bouquets for 


time and 


earned by increased 
Stevens’ Bride’s Shop 

The turn of the half century 
at Henry C. Lytton & Co 
tury men’s 


was 


was heralded 


with a mid-cen 


sales of and women’s wear 


pale green were employed to 
1 


women’s apparel, while a grayed 


Russet and 
dramatize 
blue ackground furnished color interest tor 
figures “1-9-5-0" made of sponge 


[Continued on page 70] 


russet 


g 
z 
k 

> 
: 
i 
£ 
i 





30 


—Here is a design for a liquor store that will 
remain in the shopper's memory. Wall dis- 
players on one side are reproductions of the 
ends of big casks, while long “country style” 
tables provide additional display space— 


VY THEN a designer is presented with a 
new commission he must act fast 
to satisfy his client. With a great 
reserve of experience and an equal amount 
of intuition and imagination he must solve 
his problems for the lease has been signed 
and the client can not afford to lose much 
time. There is no chance to theorize and 
to search 
When the lecturer and 


designer turns 
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Imagination And Fantasy 


however, he afford to account 
for his many moves and to elaborate on the 
systems often employed in his daily work 
matter of subconscious dispensing of 
the great accumulated wealth in training 
a priort or by experience, One of the most 
debated themes in the field of merchandising 
is the question as to how much or how little 


author, can 


as a 


items should be displayed 

One 
greatest 
the best way to successful selling. Another 
group is in favor of understatement in dis 
play. They preach that a symbolic two or 
three pieces of merchandise are enough to 
indicate to the customer the type, the price 
range and the quality of goods available in 
their stores 


that the 
visible is 


group believe 


amount ot 


ot experts 
merchandise 


It is safe to say that the golden middle 


way between these two extremes is the right 





But life is not that easy. 
Owning a store means attempting to create 
a turnover fast and without too much cost. 
A stand must be taken. And many are 
seeking for simple rules to follow. 


one to choose. 


The confusing fact is that rules are made 
to be broken and many of the most fascin- 
ating results have been achieved when at 
the right moment by accident or by ingenuity 
a rule has been snapped 

The breaking of rules is a familiar fact 
in the language of vision. The language 
of vision uses symbols to convey thoughts 
and appeals in the shortest way to a maxi- 
mum of people. Ornate sales rooms meant 
elegance some 50 years ago. Tiny, miniature 
displays in jewelry meant extreme 
elegance some 15 years ago. Masses of mer- 
chandise thrown into drugstore displays 
were the quintessence of smart sales pro- 


stores 


motion for a long time. Disorder in antique 
shops spelled extraordinary finds to the col- 
lector until one day one smart man _ took 
inventory of all antiques in his shop, and 
assembled groups belonging to- 
gether in fashion or other. He pre- 
sented self-containing interiors, 
eliminating all elements of confusion. He 
broke the rule and he started a new school 
in the language of visual signaling to the 
customer that here he could find the better 
things. Again the broken rule starts a new 
school, And that is seek the solution to your 
merchandising problem and carry it all the 
way through and you will reach the crowds 
and make them aware of your message. 

The that you carry 
exquisite goods, or chat you offer interest- 
ing prices. You add service and selectivity 
to the merchandise or you allow for speedy, 
efficient sales 


of styles 
some 
complete 


message may be 


These messages may be given by word, 
by written posters, by the name of the store 
or by the looks of the store. Often a fresh 
impact of imagination and fantasy will be 
the means to convey those thoughts. 

Our illustrations are examples of this 
theory. There are thousands of liquor stores. 
It is difficult to describe them, it is difficult 
to remember them. There are sometimes 
three and four liquor stores in two blocks. 
But if a certain decorated in the 
fashion of a tavern with wrought iron fix- 
tures, country tables and big barrels along- 
side the walls serving as display cases it 
persists in the memory. The imagination 


store is 


—Following up their idea of store treatments 

which will persist in people's minds, the de- 

suggest this theme for a shop 

specializing in children's apporel. The carnival 

theme is followed, big colored letters in the 

floor suggest blocks, and the lighting is from 
stars— 


signers 
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In Store Design 


in design has created a that will 
call and attract where vagve recollections 
of name, address and other descriptions may 
fail. The language of vision has been heard 


symbol 


Children are poor shoppers for to them 
one store resembles the other. There are 
endless tiresome counters and displays and 
nothing to occupy their imagination. Sut 
take them to the store that is dressed up in 
color schemes portraying joy, festivity and 
excitement; a store that displays merchandise 
in carousels, in marionette theatres and in 
the mood of a carnival; in a place where 
huge stars give light instead of commercial 
store fixtures and where big letters and 
figures decorate the floor. That is the place 
the children will love and remember. That 
is the store they will want to visit again 
When a “carnival store” spells pleasure to 
the children without signs or written posters 
and publicity, it will mean easy shopping 
to the parents and successfu! business to the 
owner. 

Silverware buying is largely a matter of 
confidence. Confidence and security in our 
emotions are linked closely. Security is 
associated in the minds of many with 
the house of their grandparents, because it 
represented childhood’s carefree hours and 
joy. Does it surprise you that a decor re- 
mindful of old times may evoke just that 
feeling of confidence and security? The old 
English silver shop. Motifs from the past 
Accents of Georgiana. Muted colors. Leather 
and mahogany. Those are that 
convey to the customer the feeling of con- 
fidence, ease and security. Again the lan- 


symbols 


—'Perfumes remind us of flowers and gar- 

dens," say the authors. “Then why not con- 

vert a small perfume shop into a semblance 

Living plants are used here 

and there, and the display stand in the center 
has the appearance of a fountain— 


of a garden?” 





aa 


guage of vision has used successfully one 
single visual slogan and won the battle. 
Perfumes .. . what do they remind us of? 
Flowers and gardens. Why not use a touch 
of imagination and turn our small perfume- 
shop into a formal garden? An attractive 
garden grille at the end to separate the 
store from the office. Marbelized wallpapers 
on the walls. Recessed niches for displays, 
designed in architectural formality but 
lined with emerald-green mirrors. Living 
plants as beds here and there. A marbelized, 
round display stand in the center of the 
room; remindful of a formal fountain, it 


serves as a symbol of freshness, of fine, 


3! 


—For the dignity of silverware and related 

merchandise, Hoffman ond Heidrich recom- 

mend a setting on the old-fashioned side, with 

muted colors, mahogany, and leather used 
extensively— 


pleasant sprays and of cooling liquid. 
Flower vendor carts display the products 
of flowers and cosmetics. Little space is 
needed, yet much character may be given to 
this store. 

Turn a wallpaper store into a picture gal- 
lery by showing all the important new pat- 
terns in frames; use others as backgrounds 
for the covering of sections of the wall. 
Treat an artists’ supply store in the fashion 
of an artist’s studio with an artificial sky- 
light and large palette-shaped niches for 
displays. 
it is up to you. 
your 


Much or little display . . . 
But try and make the appearance of 


By KIM HOFFMANN and STEPHEN HEIDRICH, 
Designers, New York City 


store symbolic of the merchandise and the 
service you offer and people will find their 
way to you. Moreover, they will find their 
way back; they will be able to describe it 
to friends and they will discuss its charm 
at every possible opportunity 

(So much interest has been expressed in 
this series of articles by Kim Hoffmann and 
Stephen Heidrich that the designers have 
consented to continue it with a short series 
in which they will take up design and lay- 
out for certain types of individual stores— 
a drug store, florist shop, and the like. The 
first article in the series will appear in the 
March issue . Ed.) 
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—At the right is the main entrance to the new 
Macy's, Kansas City. Details are the major 
display window at the left, red Granux column, 
gray terrazo floors, and stainless steel doors 

. .Next is seen the women's suit department 
on the third floor. Note the use of the flexible 
metal curtain walls and the flexible lighting 


both described in the article.— 


and bustle of 
finished pro 
Kansas 


world what went 


HE excitement, hustle 
building is over, and the 
duct—the Macy’s 


is ready to show the 


new store in 
City 
into making one of the 
progressive department stores in the country 

Macy's had a lot in its begin 
with The being the 
of the three 
locaved in downtown 


newest and most 


tavor to 
distinction of newest 


post-war department stores 


metropolitan areas 


throughout the country; the fame of the na 


known Macy's name; the 
former John 


store 


tionally reputation 
of the 
site the 
the store 
from three 


The 
sentation ot 


store, on whose 
Above all 
talent 


country 


Taylor 
new was erected 
had the benefit of 


important regions of the 


design 
management, in order to insure repre 
nation 
trom 
irom 


ideas from all over the 
architectural firms, one 
the West, Gruen and Krummeck; one 
the East, Daniel Schwartzman, 
from the mid-west, Kivett & Myers, to work 
Kivett & Myers designed 
building and the interior 
Schwartzman, in 


called in three 
and one 
on the store 

the exterior of the 
of the first floor; Daniel 
addition to preparing the preliminary studies 
allocations of selling and 


new 


for the store-wide 
departments, designed the in 
and the tourth, fifth 
Krummeck de 
floors 


existed 


non-selling 
terior of the basement 
and sixth floors; Gruen and 
signed the second, third and seventh 

At the start of the 
two connecting six-story and 
200,000 


Kivett 


project there 
basement 
square tTeet 


& Myers, a 


buildings containing 


Under the direction of 


DISPLAY WORLD 


new building erected on an adjoining 


tract ot 
correlated into one, 


Was 


land and the three structures were 
with no trace of the old 
fact, all that re 


building remaining In 


mains of the old building ts its basic struc 


tural skeleton; everything else was re 
designed and re-built. The 
435,000 teet 
ber of departments has been increased 
34 to 88 


Neither a 


foot of 


present building 


contains square and the num 


from 
single selling day nor one 
selling while 
work 


square space Was 


the construction was going on As 


completed 


moved in 


sections of the building were 


merchandising operations wer¢ 


—The attractive back wall of the better shoe 
salon on the first floor. Curved shoe display 
plaques with adjustable peg board display 
brackets are shown against a drape of gray 
Chairs 


ore green, and the carpet is a warm gray— 


and yellow in a boomerang pattern. 
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rovides 


shifted to 


and work another 
the building 

The handsome new structure, which ex- 
tends block to the next, is located 
at the head of Kansas City’s famous fashion 
Petticoat Lane 
Main 


Lane 


was part ot 


irom one 


The store’s main en- 
street, directly 
Here the revolving 
radius, pro 
major win- 


street 
trance is on across 
Petticoat 
bank 


viding an 


from 
arranged on a 
with a 


door was 
open vestibule 
dow flanking it on the south 

The Main street facade of the building is 
of light brick, with an im 
Granux on which the 

Macy signs are 
avenue side of the 


ribbed 


cream colored 
panel ot red 


vertical 


posing 
horizontal and 
placed rhe Baltimore 


building is 


faced with red metal, 
which was found to be the least expensive 
way to modernize an old building 

store is built on sloping 
windows on both 


There are 


Because the 
display 
presented quite a problem 


sides 
five 
Main 


from 


ground, the 


windows on each side; on 


thes¢ 


display 


street windows range in width 
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Unusual Display Flexibility 


20 to 30 


because of the site’s un 
height from 8 to 12 
matters the new 


feet and 


even terrain vary in 


feet. To simplify windows 
were provided with lofts 6 feet high, so that 
props 
easily used for any of the others. The 
impressive of the windows in this group ts 


the large 30-foot one, next to the main en 


designed for one window could be 


most 


trance to the store. It is glassed-in on three 


sides and can be used either as one display 
dividers, as three 
Stage lighting 
for the from the batteries 
of lights placed in the lofts 
attractive projecting frame of buff trz 
window, 


unit, or, with the use of 


separate, distinct windows 


windows comes 
There is an 
ertine 
concealed alum 
head of all 


around each and 
inum awnings are built into the 
of them 

Of interest to store owners who are plan 
ning a periphery stock arrangement is the 
fact that, with the exception of display win 
dows, the store was constructed entirely 
without windows. Merchandise stored against 
exterior walls, therefore, is protected from 


dirt, dust and fading. The windowless de 
sign also has the advantage of cutting down 
on operating costs, and it is estimated that 
a saving of $200,000 will be effected over a 
20-year period. : 

that certain 


All displaymen agree factors 


are necessary In Creating atmosphere in a 


store Foremost among these is lighting 


—Top, left, a gay note prevails in the candy 
department due to the red and white pep- 
permint stick lights which extend downward 
from a gray-blue canopy over the department 
. . + Top, right, this display case next to the 
stairway is an effective way of using the space 
normally wasted. Lower left, the home- 
furnishings bridal consultant's alcove; flank- 
ing the entrance is a lighted showcase with 
an adjustable shelf. . . .Lower right, the men's 
shoe department has rear walls of natural 
redwood paneling, against which is found the 
main display—a cork plaque with white metal 
display brackets— 


In many cases in the past, an over-all lighting 
pattern’ was created tor a store as 
and the same quantity and quality of light 
was each department, regardiess 
of its merchandise and its different display 
requirements. Macy's, Kansas City, prides 
itself on flexible lighting 

Flexible 
nomical 


whole 


used for 


lighting provides an easy, eco- 
create custom-built over- 
head lighting for each department and dis 
play unit in the and to change 
that lighting overnight, if necessary This 
is made possible by the use of a “dry” ceil- 
ing of tile panels, instead of the 
conventional “wet” ceiling of plaster and 
paint. When a ceiling has been plastered 
and painted, it is a difficult and messy job 
to break through the plaster to reset the 
lighting fixtures. In addition it is expen 
sive, and the department must be closed off 
while the repairs are going on With a 
flexible ceiling. on the other hand, all thet 
has to be done is to remove the old panel 
[Continued on page 62] 


way to 


store 


acoust« 
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PRING fashions have stolen the spot- 

light in California display windows, in 

spite of the fact that as this is written 
California ranchers are still staying up most 
of the night with their smudge pots. 


At The May Company, Display Director 
Stanley E. Thompson did a series of 13 
windows for one of the store’s regular pro- 
motions—"“I live in California, and I wear 
clothes for the California way of life.” The 
central feature in each window was the big 
reader—a series of giant labels printed on 
an Ozalid machine and carrying the “I live 
in California” copy. The reader, printed 
in dark blue on white, was placed over a 
dowel suspended from the louvered ceiling, 
and was allowed to fall to the floor in a 
graceful sweep. Large green palm fronds 
were fastened to the dowel and extended 
on each side of the reader streamer. The 
background was dark blue and lighted on 
the bottom by concealed spots to make an 
interesting contrast with the two manne- 


pring In 


quins. The four small accessory windows 
also used the same theme. 

Wandering a bit afield, we came across 
an interesting bra promotion at Walker's in 
San Diego. The display was designed by 
Mary Kay Kerwin for the Lov-e Brassiere 
Company and installed by Display Director 
J. Kuhns. At one side of the window was a 
huge heart-shaped pincushion made of 
fuchsia felt and embroidered in light blue. 
\ large silver covered “pin” was placed in 
the center of this pincushion. The head of 
this pin was a stylized mannequin, wearing, 
of course, a Lov-e bra. In each hand the 
mannequin held a light blue satin tape 
measure A small manzanita bush with 
mirrored branches was on the other side 
of the window and held other models of 
bras. The background was gray, and the 
window was set off with white organdie 
curtains 

“This is the way we wash our clothes- 
Display Director Robert Rough used the 
words of that old nursery rhyme as _ the 
reader and the theme for a promotion of 
washable frocks for spring wear at The 
May Company-Crenshaw. An abstract man 
nequin, with sprigs of ivy instead of hands 
and ivy and spring flowers for hair, empha 
sized the spring angle. The dress the manne- 
quin wore was pulled toward the background 
by silk threads to make it appear windblown 
On the other side of the window a dress 
was shown caught on the branches of a 
white manzanita tree. The background was 
blue 

“Laguna Lilac” was the color chosen by 
Display Director Paul C. Smith for a recent 
promotion at the J. W. Robinson Company, 
featuring the styles of the well-kvown 


—Top, by J. Kuhns and Mary Kay Kerwin, 

Walker's, San Diego. . . . Center, by Stanley 

E. Thompson, The May Company. . . . Left, 

by Robert E. Rough, The May Company- 
Crenshaw— 
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California Windows 


American designer Howard Greer. In each 
window the central prop arrange 
ment grouped around a riser reaching from 
the floor to the ceiling lilacs, 
made to order and dyed the desired shade 
to match the 
in lovely arrangements around the riser 
Also fastened to the riser large 
wooden needle, which helped establish the 
theme. The large swatches draped around 
the riser were the same material and color 
as the gown worn by the mannequin in each 
window. Near the top of the riser was a 


was an 
Groups of 


featured color, were fastened 


was a 


long dowel, set at an angle. From one end 
of this dowel, a cutout of an old-fashioned 


sewing machine—Howard Greer’s trademark 


—Upper left, by Paul C. Smith, J. W. Rob- 

inson Company. Upper right, by Louis 

Craig, F. C. Nash & Co., Pasadena. 

Right, by Thom Sweaney, Haggarty's. 
Below, by Harold Kelly— 


Dangling from the other 
end was a cutout of a miniature dress form. 
\ horizontal rail fastened to the riser carried 
suggested accessories and the large banner 
which served as a reader and carried only 
the name of the completed this 
outstanding series 


was suspended, 


designer 


Pasadena, as we all know, is the city of 
the world-famous Tournament of 
Each year the tournament committee adopts 
a theme which is used by all floats in the 
Rose Parade. F. C. Nash & Co. in Pasadena 
always ties in with that theme for its win- 
dows during the month of January. This 
Tournament of theme was 
“Our American Heritage”, so Display Di- 
rector Louis Crai “Work and Play 
the American Way” as a theme for a series 
of sport Three different “play” 
ideas were used—one of the popular square 
second Santa Anita 
and worn while 


Roses. " 


year the Roses 
used 


windows 


featuring 
fashions to be 


dance, the 
race track 


[Continued on page 84) 
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Here And 


OR the display of footwear for Easter, 
F Arthur J. Harper, The Edw. Malley 

Company, New Haven, used units in 
the form of cut-away eggs topped by rabbits 
and lilies. The added touch of spring was 
the white bird-cage in each window, con- 
taining live canaries 

Seen immediately above is one of a series 
of ten especially-built egg displayers used 
by Emile Alline, Maison Blanche, New Or- 
leans, to present shoes for the Easter sea 
son. <A tree branch with pink, green and char- 
treuse moss was suspended above the papier 
mache egg Natural green foliage was 
sprayed with pink bronze; natural earth 
and matting were used on the floor of the 
window. The card copy read: “So glowing 

.. $0 gay!” 

At the left is a view within the store of 
Rothschild’s, Kansas City, where Dan Kap- 
lan is display director. This was formerly 
the sporting goods department and the wall 
sections seen were racks to hold golf bags. 
Rothschild’s decided to convert this section 
into a custom tailor shop. It was left up 
to the display department to make the con- 
version, with the minimum of expense. All 
the properties used were standard items 
taken from stock. The boxes on top and 
bottom were paneled to fit and covered with 
maroon paper in a tweed pattern. Plaster 
pieces were painted gold. Center panels 
were covered in different colors to match 
each unit and its accessories. The custom- 
made stencils were all air-brushed on the 
panels. Fluorescent tubes were installed in 
the top boxes for better effect. 

One glance at the final display photo- 
graph on the same page identifies its origin 
as Europe; probably in no other part of the 
world is draping handled in just this way 
This photograph is of a display used by the 
firm of Robert Ober, the largest textile shop 
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There 


in Switzerland. Located in Zurich, the shop 
has 25 display windows “measuring 5 metres 
in length by 4 metres high” and also has 
34 small showcases available for display 
Max Birkenmeier is in charge of display 
In this particular window the background 
was formed of beige paper strips 


Gwen Epting, Kirven’s, Columbus, Ga., did 
the lovely Easter display seen next. Chief 
charm of the window is the use of natural 
twigs to form Gothic arches 


To herald the return of the complete 
Schiaparelli collection to Neiman-Marcus, 
Dallas, for the first time since the last war, 
Guy Malloy, display director, used a series 
of windows in which the dramatic note was 
added by the name of the designer lettered 
boldly across the glass of each. This was 
done in heavy black and created a consider 
able amount of comment among shoppers 
Lighting to cast shadows on the background 
also added to the effect 

At the center on this page is a display by 
= S Douglas, Morrow-Powell Clothing 
Company, Griffin, Ga. winner of second 
place in the territory east of the Mississippi 
during a “Style-Mart” display contest 
Featured were rayon suits and the theme 
was “Cool as a Cucumber”. Just back of 
the spider-web, which was made of rayon, 
was a cone of rayon with strands running 
to and spreading across the ramp of the 
shadow-box; the latter contained two over 
size cucumbers resting in a bed of white 
spun glass and against a sky-blue back 
ground Each plateau was covered with 
green velour paper, as was the ramp to the 
shadow-box 

The last display pictured here is by Leon 
ard M. Pons, D. H. Holmes Company, New 
Orleans, one of a series based on the theme 
“Easter Lovelies.” 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: Two units are noted in this cotton 
promotion window. Mannequins tie-up the back 
unit, making the arrangement very pleasing. 


Properties: For the back unit an urn filled with 
flowers may be uséd, or, if preferred, the urn may 
be painted on a panel. The white stone wall be- 
low is arranged to support the mannequins dressed 
in white cotton pique. Copy card is shown in 
lower foreground. 


Arrangement: This spring shoe promotion is made 


up of two definite ur Arrangement is neat and 


Properties: 


casement wind 


BOSE BABES ES ANSE TMP PHL LT 
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Arrangement: This attractive spring display con- 
sists of several elements forming a single unit. 
Merchandise is limited and arrangement is neat. 


Properties: A series of vine-covered arches appear 
to run off into the horizon. These are set against 
a bright blue sky with fleecy clouds. The season's 
all-important accessories are displayed on the floor 
of the window and under the arches. Copy card is 
shown at lower left. 


1950 
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COMING UP 


Arrangement: This men’s straw hat promotion con 
sists of several elements forming a single unit. 
Neatness is noted throughout. 


Properties: Palm leaves serve to support the fine 
panamas selected for the official date marked by a 
circle on the May calendar shown above them. A 
large warm sun is painted on the back panel to 
add further atmosphere to the display. Copy card 
lies immediately below palm leaves. 


Arrangement: Three units make up this men's gar- 
den hobby window display. Good balance is noted 
and the window is kept uncluttered. 


Properties: The center unit in this display reveals 
a crate with potted hyacinths in brilliant color. On 
either side are shown men's pastel shirts on forms. 
Socks on forms are arranged throughout. Copy 
card is shown at lower left and gardening gloves 
flank the flower crate at right. 


Arrangement: This men's spring shoe display may 
also be used for Father's Day promotion. It con 


sists of one definite unit. 


Properties: Here is a study of a man enjoying com 
tort. It could be tather or simply any man at ease 
and relaxina. This feelina of comfort is signit cant 
of the shoes displayed about him. This particular 
feature should be stressed in copy card shown 


flanked against chair 
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New York Windows Are Colorful 


HI splays for the weeks of 
afforded the 


shopper an 


openileg 
the V ar questing 


New York City 


opportunity to observe 


unusual 


a veritable travelogue 


of color and atmosphere for the cruise and 


northern snows—all 


practical and nu 


sun antl the 


interspace 1 by the 


southern 
mere 


merous white goods sales and even an 


troduction to an early spring wardrobe 
all treated 
Phe tar-like 


picture 


with a feeling of spontantety 


pinwheels 


in the Radio Cit 


which made an 


entrancing Plaza 


during the holiday season served as inspira 


tion to Director Sidney Ring at 


Saks-Ftith 


theme of a resort pr 


Display 
Avenue for the 


motion 


background 
described as 
Colors, refreshing as a_ holiday 
thus the 
effect 


motion 


Bunting 


South large 


which im were like pinwheels just 


re ady for 


The leaves, which were sprayed a pure 


white and suspended by a white ribbon 


made an excellent foil for the feautred red 


swirl of palm leaves, 


costumes of the two manne- 
quins Phe blouse of the 
the left red 
blue and white plaid skirt, white hat with a 
bit of red 
Her companion chose a re 


white and Llue 


white figure to 


was combined with scarf, navy 


trim, and white shoes 
1 bolero with her 
silk 


1 
shoes, 


and blue 


and white blouse 
and 


handbag The 


com dot blue 
blue skirt, 
an all white 
“tiles” of 


tiny 

and 

floor 
wall 


navy blue white 
carried 
was laid in natural color 
board 

Director 


effective 


Continuing southward, Display 
Gene Moore 
and contrasting picture of the two locales in 


Feller The 


depicted through a 


create] a decidedly 


a series of Bonwit windows 


northern c imate was 


hanging of diamond-cut plastic 
hung 
intensely 
hanging 


adding to its 


designed 
approximately 15 
black velour 


moved 


snowflake forms 
inches in tront of an 
backdrop The jewel-like 
slightly, the 
The floor 
foil paper, crumpled, so that the 


animation 
covered in 


very 


was heavy 


sparkle 


silver parts 


which emerged through the sprinkling ot 
pellets of rock crystal appeared realistically 
ice-like 
However, the this composi 
tion appeared quite serene in her featured 
“Blonde Separates” for southern wear. The 
ensemble, blond hair down to the 
and linen pumps, 
matching The fashion in this display 
had a hand knitted top, closing in tront 
with golden hooks and eyes. The skirt had 
pockets and, in 
dec idedly 
and 


mannequin m 


from her 


sheer nylons were of 


tone 


styling in the 
length 
fashions in chiffons 


interesting 
cidentally, the seemed 
shortened, Dinner 
casuals in light woolens were similarly dis 
eight Fifth avenue 


played in each of the 


windows 
Also at 
indisputably 


Bonwit's, spectator interest was 


focused on the mannequin 
roping 


From 


through a clever design of white 
handled much in the fashion of a web 
natural colored wood 
back and forth to a 
just back of the four 
glass, the passing 

The mannequin ap 


stepped into the web 


the center frame otf 


the rope was laced 


similar frame carried 
window 

through hooks 
peared to Just 
design, pleasingly proud in her ensemble of 
dusty pink silk with a light 
wool skirt of matching tone and showing a 
small pale gray plaid pattern. With this she 


a Ceeper gray belt, gray shoes, a pink 


sides of the rope 
gold 
have 


blouse worn 


wore 
chiffon searf and silver 
Phere 


made the 


jewelry 


mistaking that men’s ties 
promotional theme in the ae 
companying Lord & Taylor illustration, nor 
blurb: “Sorry I can’t see you tonight 


tied up’ 


Was no 


was the 


I'm all which issued through the 


—Upper left, by Sidney Ring, Saks-Fifth Ave- 

Upper center and right, by Gene 

Moore, Bonwit Teller. . . .Lower left, by Henry 

Callahan, Lord & Taylor. .Lower right, by 

Donald Werden, McCreery's. . . .{All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City) — 


nue. 
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—Right, by Charles Lenhart, Arnold Con- 
stable’s. . . .Center. by Henry Callahan. 
Below, by Winston Jones, Franklin Simon— 


gold-leaf telephone anything but the real 
truth. 

For this amusing interpretation, Window 
Display Director Henry Callahan showed a 
mannequin finished in gold leaf and clothed 
only in gold print fabric shorts and bath 
slippers. Colorful foulard ties were tied all 
over the figure—arms, legs, head, torso and 
even the eyes. The remaining number were 
displayed in groups in the niches which 
framed the central scene 

What could be termed as prosaic sub- 
ject matter—lampshades—made quite a dec- 
orative pattern as arranged by Display Di 
rector Donald Werden in a James McCreery 
window. 


This Sprin 


For this promotion of silk shantung shades 
the background was painted black. Before 
this the shades, mainly in white, were hung 
by invisible wires at graduated levels—the 
irregular formation heightened by the win- 
dow lighting in such a way as to create 
interesting shadows on the bright green 
grass covering. A smilax tree, which formed 
a valance in the foreground, was sprayed 
in white, chartreuse and green \ single 
lamp assembled and lighted on a small table 
in the left hand corner illustrated the fea- 
tured items 

Romanticism and imagery combined to 
make appealing the story of a modern Cin 
derella for the turn of the year festivities in 
a stretch of four windows by Display Di 
rector Charles Lenhart at Arnold Constable's 

The opening chapter described, on treated 
parchment paper, the scene: “Pumpkins and 
white mice the charm has begun! 
Bringing a royal love Ne’er to be done 
In this setting Cinderella was seated on a 
luxurious pumpkin and looked quite starry 
eyed as she watched her two whispering 
sisters. This modern version of the pump 
kin was constructed of chicken wire and 
papier mache in an opalescent finish of 
pastel tones of pink and gray and was 
further applied with pearls to give a jewel 
like appearance. Scampering around Cin 
derella were little papier mache mice, also 
in tones of pink and gray ard wearing 
spectacles, little top hats, rhinestone eat 
rings, and such 

Cinderella was viewed through a cobweb 
of pearls hung on invisible wire The cob 
web, installed just back of the window 
glass, was hung with crystals, very pale 
pink spun glass, and also spaced white 
roses. The elegance of the evening gowns 
was accented by the mirror floor which was 
thinly sprayed with a thin frosting of silver 
mica. The midnight-blue background was 
bathed with rose colored spots 

The rich and happy colors of the citrus 
fruits made a strong appeal in a stretch of 

[Continued on page 77) 
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By VIRGINIA ROEHL, 
New York City 


Virginia Roehl Studio, 


Smeets 





DISPLAY 


..~on and off the record 





—Mr. and Mrs. Val- 
entine Minnich are 
pictured during their 
silver wedding anni- 
versary celebration. 
Minnich is a partner 
in Minic Display, New 
York City, and is 
known as “Minic” to 
his friends and cus- 
tomers. The carousel 
in the picture is one 
of many toys he has 
made for his children 
and grandchildren— 


+ —Left to right, “the 
display and adver- 
tising departments” 
of J. S. Schramm 
Company, Burling- 
ton, lowa . . in 
other words, Dale J. 
Kemp, display man- 
ager, and Mrs. 
Kemp, advertising 
manager, artist, 
card-writer, and gen- 
eral assistant in the 
display department. 
Though both have 
been in display work 
for some years, this 
is the first time they 
have help a position 

as a team— 


—Jim Cumley, Texas 
and Oklahoma repre- 
sentative of The Mor- 
gan Company, Chicago, 
ond Paul Greenowalt, 
midwestern sales rep- 
resentative, discuss the 
sign machine industry 
in’ Greenawalt's Chi 
cago office during the 
annual Christmas 
porty— 


—At a recent art 
show at Phillips uni- 
versity, Enid, Okla., 
C. E. Batchelor, dis- 
play manager for 
Newman's, and his 
daughter Shirley 
stand before some 
of their work. Bat- 
chelor showed a 
group of oil paint- 
ings, while Shirley, 
who is now in dis- / 
play, exhibited fash- 
ion sketches— 


—In addition to direct- 
ing display for Carl's, 
Schenectady, N. Y., 
Lloyd T. Lambert dov- 
bles in brass during the 
winter as an authority 
on skiing. Here he 
makes a walkie-talkie 
report direct to station 
WPTR on slope condi- 
tions. His "Ski Scoops” 
is a regulor feature 
over this station— 


—"Beauty and the 
Beast" might logically 
be the title for this 
photograph sent in by 
Dorothy Williams, of 
the J. C. Penney Com- 
pany's display depart- 
ment, New York City. 
The lady is Virginia 
Williamson, stylist for 
the firm, and at the 
time the picture was 
made she was coaxing 
a somewhat frightened 
but gentlemanly skunk 
to pose—using crack- 
ers as a bribe— 
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Gold Leaf Decals GET YOUR DISPLAY WINDOWS alin. 
For Display Uses : P 

A product which the makers say will 
revolutionize the use of gold metal leaf due our FROM BEHIND THE 
to sturdy qualities which enable it to be 
used by even the most unskilled craftsman 
without danger of its crumbling, disinte- 
grating, and tearing is now being introduced 
to the market. 

Called “Golden Touch,” this 23-karat gold 
leaf comes in inexpensive decalcomania 
form, so that by merely immersing it in 
water at room temperature it is easily ap- 
plied because of the adhesive coating on 
its back. 

“Golden Touch” can be applied to wood, 
metal, glass, walls, or almost any smooth 
surface. It can be traced on, etched on, 
drawn on with water soluble and other 
quick-drying inks, or painted on with water 
colors, oil colors, and other coating sub- 
stances. 

Considerable interest is being shown in 
the new development by displaymen and 
display studios, it is stated by the manu- 
facturer, M. Swift & Sons, 10 Love Lane, 
Hartford, Conn. 

Randolph Irwin Promoted 
By Sears, Baltimore 

Randolph H. Irwin has taken over the 
duties of display director at Sears, Roebuck’s 
Baltimore store. He was formerly the 
assistant display director under Robert F. 
Kessling, for three years. Before coming 
to Sears, Irwin was connected with Hutzler 
Brothers for six years, the Regal Shops for 
one year, and operated his own display a Zz ' 
studio for two years. ‘ ‘ : : 8-BALL IS RIGHT! No prorec 

Kessling has been promoted to Sears’ | i] tion for your windows means faded 
Eastern territorial office of store planning merchandise and loss of money 
and display in Philadelphia; he has been 
with Sears for 19 years. He came to the 
Baltimore store at its opening in 1938 from 
the Union City, N. J., store and previous to | , 
that he was connected with the Hacken- 8-BALL IS RIGHT! Unsightly 
sack, N. 5 ve store. He is now working with | awnings and Canvas Strips hide your 
departmental layouts and store planning in best advertising and lose sales 


new and remodeled stores throughout the 























Eastern territory. 

The Baltimore store is known for having 
the largest display window in the world. 
A full three stories high, the window at 
times has had in it automobiles, a two-story 
house, and a 36-foot light house 

Irwin has been very active in the Balti- 
more Display Guild for the past five years 
and was recently installed as vice-president 








Yes, Infra-Chem, the exclusive Trans- 
parent Shade Company process, pro- 
tects against sun-faded merchandise 
yet offers complete visibility 


Why suffer mentally and financially from sun-faded 


window display merchandise that must be sold at a loss or completely 
Oriental Importing Firm 
Announces Representatives 
Kneedler-Fauchere, 609 Sutter street, San 
Francisco firm specializing in the importa taken their windows “out from behind the 8-Ball” the easy, the economical way, with 


tion of Oriental papers, bamboo veneer and P a Ait 
bamboo parquet, announces the appointment intro-Chem Treneperent Shades. 


of the following sales representatives m @®eeeese¢e#?e¢$€e?s7?*®8 
Gene McDonald, 17-A East 57th street sang 

Je ‘o *ritchar« tob: s ri 

mew Yorn Cy; Syhenets & Revere, inc., Write today for illustrated brochure TRANSPARENT SHADE CO. _DEPT. FB 

6126 Mer handise Mart, Chicago; Jay Clark 501 NN. Figueros St., Les Angeles, Calif. 

110 South Robertson boulevard, Los An- 


geles 


discarded? Why hide your window display, the advertising that’s nearest your cash 


register? Join the more than 75,000 satisfied users who have already 


and samples there's absolutely no 
obligation 


Crescent Display Director 
To Be Married Infra-Chem is made only by 


2 
store name 
& 
Del Le Sage, display director for The RANSPAREMT SHADE CO. address 
Crescent, Spokane, will be married on Feb TRANSPARENT SHADE BUILDING e 
e 


ruary 17 to Mrs. Margaret Simons Morfit 50) NV. Fiqueroe St. Dept FB 
los Angeles 12. Coliterme 
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Display Key-Notes New Store 


By LLOYD BUZAN, 
S & Q Clothiers, Lubboc', Texas 


present fine 


gement wanted windows and 


display department that could > a 


job The writer w asked to design the 


department avout ghting s 


for the wine 
interest to 
The ceil 
with egg- 
inches deep 
by 140-watt 
board arrang 


1 
back 


i a very 
but witho the severity 
source P| verhea 
effect is very 

Around the 


olentys rt potligh 


good 


» create cial color effects as needed 
the heat in the windows get 
ventilation was installed 
4-inch by 12 
floor 


same ze in the background 


To reduce 
erally, circulation 
Each enclosed window has a 


inch cold air inlet unter the window 
and one of the 
allowing the cooler air to pass under 


thus 
, 


from the inside of the 
studs, and out 


the window store, 


up between the backgron 
into the window throu background 


To carry the heat out of the window there 


5-inch tin pipe exten from the ¢ 

idows and out through the rox 
Iding. It is surprising how strong 
is arrangement develops 


inside the windows 


—Two views of the display department are 
seon above, while the other photographs show 
the main floor and one of the windows— 


be even rad installation been 
double the 


The combined display department and ad- 


present size 
vertising office ts the windows and 
that leads directly 
well that serves 


over 
has a stairway from the 
display room to a window 
three 
floor Phe 


feet, with a 7 


windows and is hidden from the main 
lisplay room itself is 18 feet by 
foot ceiling. The room is 
plastered, insulated, air con titioned, heated, 
ventilated to the outside. It is equipped 
with a full-size stage window with spotlights 
raised floor; it here that all back- 
colors, props, and set ups can be 
out far ‘ ANCE There is a 
table 6 feet in size, with a 
cover, for rigging and 
forming; and a work table 4 by 8 feet tor 
all construction and cutting work 


The advantage of having the stage window 


Waxe noleum 


is that all arranging and rigging can _ be 
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where all the 
close at hand. The display ts 
set up in its entirety, lighting and other 
details worked out, and then the actual 
window installation takes only a short time 
and can be whenever desired. This 
street windows torn up 
time while making 


done in the 
fixtures are 


display room 


done 
eliminates having 
for long 
changes 

One very 
the display with 
water. The door sink 
a small room that serves as a storage 
for props. One wall, not shown in the 
photographs, two long shelves were 
extra fixtures and forms are kept. A cabinet 
at the end of the room serves to hold adver- 
tising mats. The large drawing, or sign, 
hoard is 4 by 8& feet and is hinged so that 
it swings down out of the way when not 
needed. A clothing rod rack on rollers is 
provided for hanging merchandise to be 
used in future windows. A closet next to 
the desk holds mannequins 


The modern 
equipped as money can make it. 
ing is 50 feet by 125 feet, with a 
ment containing a downstairs store 
features lower prices and work 
Fixtures are light oak, especially 
for visual selling and ample traffic flow. 
Ceiling lights are in large “tubs” recessed 
in the ceiling; each has a 500-watt incan- 
descent bulb and eight 15-watt fluorescent 
tubes. On the balcony is the boys’ shop 
and the men’s shoe department. The tailor 
shop is in the basement, with a dumbwaiter 
arrangement serving the main floor and the 
boys’ shop 

The sportswear 
back type, and has a flagstone 
on the sidewalk level and makes an 
setting for all kinds of sportswear 


periods of 


piece of equipment in 
room is a_ sink running 
beside the leads into 
room 


necessary 


has 


and well 
The build- 
full base- 
which 
clothes. 
designed 


store itself is as 


window is of the 
floor which is 
ideal 


open 


For the opening, which was at Christmas 
time, the striated plywood backgrounds were 
painted a blue and the floor 
covered in white rayon. The effect was very 
striking. For spring the backgrounds have 
been repainted a deep green, and a yellow 
cloth is used for the floor covering. Change 
able floor mats decided on 
for permanent use, instead of hard 
or carpeting. The floor mats can be changed 
with the seasons and kept fresh and attrac 
When the mats were produced for the 
had two sets made up so 
stored until the 
spring mats 
change 


deep was 


covered were 


wood 


tive. 
window 
the Christmas mats could be 
next holiday and the 
could be covered in advance for the 
from Christmas to spring 


floors we 


season, 


Baroque Scrolls 
Of Latex 


Now on the market 
said to be one-fourth the weight of plaster 
and made of white latex rubber composition 
Practically unbreakable, the scrolls not 
chip or crack. Five standard are 
furnished in authentic baroque 
in lefts and rights for pairing 
panted, lacquered, or otherwise finished and 
have flat backs to facilitate application to 
walls. Special designs can be made to order 
by the manufacturer, E. R. Lurey Company, 
2375 Milwaukee avenue, Chicago 47 


are baroque scrolls 


will 
models 
designs and 


They can be 
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NOW, you can have display’s most brilliant colors in the extra tall, 


6-ft. 


fast 


Nu-Curve. 


They're new-type concentrated colors that are sun- 
- that hold their brilliance even in the hottest sun. From Coast 


to Coast, store owners are discovering that Nu-Curve’s beautiful one- 
inch Grecian flutings provide the ideal setting for all kinds of mer- 


chandise 


and that means extra eye-appeal and extra 


sales-appeal. Nu-Curve is exceptionally easy to use. Its 
heavy, sturdy fibreboard construction stands without tack- 


ing - 


needs only the minimum of fastening. And you can 


use Nu-Curve either horizontally or vertically for novel 


eye-catching effects. 


display! 


Try 6-ft. 


Nu-Curve in your next 


CORRODEK IN MATCHING COLORS. You can also 


obtain Corrodek, the improved corrugated, in matching 
Parade Colors. Six great improvements: deeper, rounder 


corrugations — no disfiguring score 


and stiffer construction 


longer, fadeproof life 
rugated ever made! Like Nu-Curve, 


Corrodek has 


10 brilliant 


colors, 


ideal for traffic-stopping windows. 


SEE CORRODEK and NU-CURVE 
TODAY AT YOUR DISPLAY DEALER 


Shetmear 


PAPER PRODUCTS CORPORATION 


Newton Upper Falls 64, Massachusetts 


LOS ANGELES 


1646 North Spring St. 


NEW YORK 
220 Eost 42nd St 


CHICAGO 


414 South Wabash Ave- 


- plus brilliant new colors — 
- the best, all-purpose display cor- 


Send for your free 
Display Guide and 
color swatches of 
NU-CURVE and 
CORRODEK 


marks stronger 


F allneeetlieelieeetinentinentictibanntte tibet ee 


| Sherman Paper Products Corp. 
| Newton Upper Falls 64, Mass. 


I 
| Please rush me FREE, without obligation 
| CD New Spring and Summer Display Guide " 
i] [_} Color swatch of Nu-Curve and Corrodek | 
; Company I 
| Nome 

Address 
I 
City Stote I 
4 


bce aw an ae ep dinenens arenbanieime mana 
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Banks Elected Head 
Of Western Group 

Louis A. Banks, The White House, San 
Fraucisco named president of the 
Western Display Association at the group’s 
election on February 1, in Los Angeles. 
Banks is also secretary of the Visual Mer- 
chandising Nation2! Retail Dry 
Goods Association Vice-presidents ap- 
Adrian Delsman, Famous-Barr 
Hansen, ZCMI, Salt Lake 
Hart & Son Com 
Roger Pickett, Rath- 


was 


Group, 


pointed are 
St. Louis: W. P 
City; J. Mack Ingram, | 
pany, San Jose, Calif.; 
bun’s, North Hollywood; Paul Smith. J. W 
Robinson Company, Los Angeles: Joseph T 
Sjursen, Frederick & Nelson, Seattle. Other 
officers named are, Frank Acker 
man, Western Display, andétreasurer, Stanley 

May 
president Del Le 
chairman 


secretary, 
E. Thompson, The Company, Los 
Angeles. Retiring 
The Crescent, Spokane, 
of the board 
Board members are Richard 

Miller & Paine, Lincoln, Neb.; F. O 
Diamond's, Phoenix; Ralph Egurola, Stein- 
feld’s, Tucson; Orville McCray, The May 
Company, Denver, and Suren B. Holmes, 
Wineman's, Huntington Park, Calif 


Sage, 


becomes 


Ernesti, 
Reyer, 


Father Joins Son 
In Display Work 

\ reversal of the 
joins-father in the business world came 
about in Cincinnati a few weeks ago when 
Steven A. Wuestfeld sold his own company 
in order to team up with his son, Lloyd, in 
the operation of Star Productions, 603 West 
McMicken street The latter firm is en- 
gaged in commercial art and display and is 
well known locally 


usual theme of son- 


Greggory Catalogue 
Describes "“Curvo" 

A new catalogue 
story of “Curvo” 


which tells the 
walls panels and “Curvyo” 
props, manufactured by Greggory, Inc., 203 


North 


released and is 


been 
The 


pre- 


Vabash avenue, Chicago, has 


available on request 
first-named group otf 


formed structural fibreboard panels for win 


product is a 


interior use and can be used for 
well 
The 
which 
combinations for a 


dow and 
modernizing and remodeling jobs as 
as for dividers, platforms, and the like 
sets of 36 pieces 


“Curvo” props are 


can be used in many 


complete variety of display platforms, dis 


players, et 


Beverly Friedman Rejoins 
Oppenheim, Collins 

first 
( pp nheim 


display 
Phila 


Formerly assistant in the 


department of Collins 
engage in tree 


| 
1 
Beverly Friedman 


delphia, and more recently 
work in that city 

has rejoined the company as display 
ot the 
made by 


lanes 
manager 
local store Che announcement was 


Wells Werner 


Collins stores 


display director for 


all Oppenheim 


Ralph Morris Joins 
Rupley's, Houston 
Ralph Morris is now 
for Ralph Rupley’s, H: 
Levy's, of the sam 


loe Bardwell ho | 


with 


{ ompany 
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AND HER WONDERFUL 


GIRLS AND BOYS 


F4603S-W21 
6 yr. 


Alice is a dreamer—so are good displaymen. These new outstanding children’s 
figures will fit into any theme your creative mind conceives. Enough action . . . 
personality plus and the ability to show merchandise at its best. Plan for them 
in your current budget. You will be delighted at the result. There are six new 


girls in ages ranging from 4 years through 12 years and five boys from 4 years 
through 12 years. See them as soon as possible or write for complete details. 


KORRECT-WAY a 


SEEN IN. THE BEST LES Coverygwhere— 


LT AY id Ba) 


DISTRIBUTORS IN ALL PRINCIPAL CITIES 
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Suggestions On How To 
Sell 


More At Less Cost 


By VERNON H. JONES, Manager* 
Store Planning and Merchandising Laboratories, 
The Goodyear Tire & Rubber Company, Akron 


Our retail sales problem today is no different from the days of the peddler. We 
just have more customers, more articles to sell, and a better way of life. Our 
wagon is no longer a box on four wheels, but a permanent, expensive, retail 
structure, strategically located to fill efficiently a definite need in a com- 
munity by bringing more merchandise offerings to the attention of more people. 


IR the purpose of this presentation, | 


would like 
ernization as 
\ plan tor 


ment 


you to consider store mod 


display equipment improve- 


arrangement to create more 


thereby 


and re 


space for more merchandise, 


foot ot 
floor 


reducing the cost per square 


display space for the amount of 
space occupied 


And L would like 


merchandising as 


you to consider visual 


display merchandis 
the most of 
through effective 


\ plan tor 
make 


available 


space 


every square 


ine to 
toot 


tation ot 


presen 


with exposure in 


merchandise 


relationship to sales possibilities 


close 


and with sufficient display material to 


inform and promote, to result im stimu 


lating sales while holding selling costs 


at a minimum 


make 


and are 


It is my aim to show you how to 


already have 


other 


the most of what you 


rent and expense I 


that 


paying through 


hope to prove any additional expense 


which may be necessary because of my re 


commendations will more than p< 


self through increased sales an 
ficiency 

One of the most 
desk during the 
Dunn & Bradstreet 
have and 
‘You Can't Do Business 
Wagon This little 


merchant, as well as 


timely matling pieces 
Vear Was 


No doubt 
read it It 


to reach my past 
re leased by 
most of you seen it 
was entitled, 
an Empty message 
caused many a manu 
*Address, Visual Merchandising Group meeting 
National Retail Dry Goods Association cc 
New York City 


nvention 


From 


and think 
realizes that it is impossible to do business 
and that it is 
successful store if 


lacturer, to stop Everyone 


from an empty store, also 
impossible to 
it is overloaded with the wrong merchandise 
along this line 


sentence 


operate a 


Your objective can be 
To have 


the community 


summed up in one your 
store fill a definite 


by always having what your customers want, 


need in 


when they want it, at a price they are will 
ing to pay and to serve efficiently these 
customers through sales to provide sufficient 
gross profit to offset expense and present a 
satisfactory net profit 

To accomplish this objective, you recog 
importance of making the most of 
different 


possibilities the im 


nize the 


with many item selections 


real 


space, 
having sales 
portance of stocking just enough of the right 
items, at the right time, to 
satisfactory rate of turn, without being out 
of-stock when a sales possibility exists 


give the most 


the importance of promoting sales through 
proper advertising and displays 
aggressive salesmanship 

importance of holding expense at a 


efficient 


the im- 
portance otf 
and the 
minimum through merchandising 
methods 

Our 


ferent 


1 
Saies 


retail problem today is no dif 
from the days of the peddler We 
articles to 


QOur 


just have more customers, more 
sell, and a better way of life 

is no longer a box on four wheels, but a per 
manent, expensive, retail structure, strategi 
cally located to fill efficiently a definite need 
in a community by bringing more merchan 
attention of 


wagon 


dise offerings to the more 


1 cople 
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it costs a great deal more just to be in 
money for rent, taxes, deprecia- 
tion, insurance, salaries and advertising not 
to mention the terrific investment necessary 
in the merchandise itself. Large sales 
volumes must be produced in order to off- 
set expense and show a satisfactory profit. 
During the past ten years the cost of 
distribution has increased considerably. We 
all know it more dollars to sell an 
item today than it did in 1939. Strict econ- 
and still are, necessary, 
but we can not overlook the effect of these 
economies on our overall objective for keep- 
ing volume at a high level. Yes, more at- 
tention must be directed toward increasing 
without increasing sales ex- 


husmess 


costs 


omies have been, 


dollars, 
dollars : 
It seems clear that the effective job of 
marketing efficiency must start 
retail direct contact is 
with Present expensive 
sales must be made to carry a 
payload without crowding. Sales 
may go up, but the unit cost ratio 
must come down. This retail thinking must, 
reflected back to wholesalers and 
manufacturers through a program of team- 
work. All must understand the retail view- 
point All must work together, and sell 
more efficiently, to achieve greater volume 
to the benefit of all selling factors. 
American built around the 
power of private decisions of people. These 
people know what they like, need, and are 
willing to pay for, and are quick to recognize 
real value when it is properly brought to 
their attention. Free competition is set up 
with the aim of giving prospective customers 
what they want and need, when they want 
it, at a fair price To accomplish this 
broad objective you know it is fundamental, 
first to give customers choice, and second 
to call their attention to all new develop- 
ments and features through promotion so 
that intelligent discernment values 
is made possible 


sales 


pense 


increasing 
at the 
made 
retail 
greater 
expense 


store, where 
customers 


areas 


then, be 


business is 


between 


Speaking of promotion, over the years I 
heard many concerning 
which is the more important in the promo- 
tional program—advertising or display. I 
do not there is any point to such 
would be rather difficult 
for either to get along without the other. 
Each plays an important position on the 
team, and a full team is necessary to meet 
opponents on an line. Although there 
relationship between the two 
different function to 
and I do not believe either one 
should be sold as having advantages over 
the other. I do not know which came first, 
the chicken or the egg, but I do know that 
people make the final decisions to buy or 
not to buy at the point-of-sale; therefore, 
why not build our selling team around this 
point 


have discussions 


believe 
discussions as it 


even 
is a close 
activities 


perform, 


each has a 


focal 

It has been said that the point-of-sale is 
the most important spot in our entire system 
of distribution It makes no difference 
work in a factory, in a ware- 
house or in a retail store . and it is un- 
important to this theme what kind of a job 
vice-president, factory worker, 
advertising man, salesman, auditor or dis- 
playman all of our efforts are aimed at 
the successful culmination of the opportun- 
ity presented at that precise moment when 


where we 


we hold 
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the merchandise is finally presented to the 
customer. Unless sales and more sales are 
realized here the result eventually will re- 
flect back through the distribution channels 
to ultimate layoffs and retrenchment, all the 
way back to the source of the raw material 
Retailers have thousands of point-of-sale 
presentations which are located throughout 
the store. (Some are good, and others are 
bad.) Collectively, these point-of-sale pres- 
entations, coupled with store policy and 
employee sales activity, make up what the 
store actually is, forming the background 
for window display presentations and what 
can be talked about through truthful adver- 
tising. There is no need to create catchy 
advertising themes unless you are further 
ing something that exists in connection with 
the store For example, someone could 
have in mind creating an advertising theme 
to play up his place of business as “the 
friendly store”. Before scheduling such ad- 
vertising the question is: What 1s actually 
being done inside the store to deserve this 
claim? We can put whipped cream on a 
block of wood to make it look like cake, but 
we would be in for a real disappointment 
the moment we would try to cut it and eat it 
My point is that promotions should be 
built around the store itself. (What the 
store is, does, presents and says.) Your 
store, regardless of advertising, should be 
so arranged as to tell its complete story to 
the buving traffic In most cases every 
single item of merchandise being offered for 
sale should have some opportunity to call 
attention to itself, without the aid of sales 
people or advertising Remember _ this 
sales volumes at the end of the day come 
from many more items than just those that 
are advertised. Remember also, it would be 
virtually impossible for sales people to bring 
to the attention of all customers all of the 
merchandise for sale You are losing sales 
if you are depending on customers to ask 
for what they want Every wanted item 
should be made virtually to “pop-up” in 
front of customers at the right time 
Yes, all point-of-sale presentations are 
important but with thousands of dif 
ferent items it is rather difficult for you to 
see that each and every item is given the 
individual attention it deserves. Here's the 
place to make a plea for help from manu 
facturers. Give your merchandise suppliers 
the guidance they need in furnishing dealer 
help material you can and will use I he 
lieve that the most effective sales plans in 
the future, not only for the retailer but for 
the manufacturer too, will be those that 
start at the point-of-sale and then work 
back through a coordinated store mo‘ern 
ization and visual merchandising program to 
have a favorable effect on each individual 
store operation as a whol 
This would mean bringing all visual sel! 
ing influences of a store together into one 
coordinated pattern. Such a pattern would 
include all point-of-sale presentations. The 
entire store, or zone-of-sales, if you want 
to call it that, could be considered as just 
one coherent, unified and effective presen 
tation made up of a number of visual parts 
that complement each other, and form the 
basis for an efficient visual selling machine 
or a new version of the peddler’s wagon 
\ retail store has two main belt lines. On 


[Continued on page 72) 
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STOP- 


Dont doany more cutting until 


youve found out about the 


Time, labor, and material are expensive. Using ordinary tools for cutout work 
sends your costs soaring, through a waste of all three of these factors. 

You can cut your production costs substantially — immediately — with the new 
K10 Cutawl. It is designed especially for cutout work in p Sart shops and 
sign shops. 


THE 


WORLD'S GREATEST 
DISPLAY CUTTING MACHINE! 


@ No holes to bore before cutting 
@ Cuts designs of any size 

e Work remains stationary 

e Portable, easy to operate 





INTERNATIONAL REGISTER CO., 2622 W. Washington Bivd., 
Dept. 250-W, Chicago 12, Illinois 


Please send me WITHOUT OBLIGATION: 

(1) Display Helps Folder [}] Cutawl Catalog [] Easy-Papment Plan Details 
[) | do not own a Cutawil. [] | own Cutaw!l Mode! : Serial No. 
Company Street 
My Name City 
Title Zone State 





1 RRA A Site ise 


DISPLAY WORLD FEBRUARY, 1950 





heh PAS Le. 








Chandler's, Chicago 


Chandler's, on State street in Chicago, is the 200th and largest 
unit in the group of Edison Brothers Stores, Inc. Its three selling 
floors are devoted primarily to women’s footwear, supplemented 
by hosie and bags. Sales are on a cash basis, and advertising 
and displays are slanted for the quality trade. 

In planning this store the use of lighting to stimulate buying 
was given the utmost consideration, with the lighting specifications 
being the work of Herman M. Lazerson, Edison Brothers’ lighting 
design consultant. Here, in brief, are some of the figures pertain 
ing to the lighting system 

Footcandles maintained: Show windows, approximately 300 foot 
candles, general lighting, with more than 2,000 on some spotlighted 
displays. First floor interior, front half of room, 60 footcandles 
average; rear half of room, 70 footcandles average (the rear of the 
room uses additional | ting to draw traffic to that area). Sup- 
plementary lighting: Handbag shelves, top shelf 100-200 foot- 
candles; second shelf, 50-100 footcandles. Showcases, inside, 250 
to 150 footcandles, front to rear; case tops, 50 to 150 footcandles 
Niches, left rear, 100 to 300 footcandles; rear, 100 to 250; right 
rear, top shelf, 100-300; bottom shelf, 50 footcandles; three circular 
niches on right wall, 200-100-40 footcandles on each of three 
shelves 
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The general lighting for the second floor 
has 45 footcandles average, with that on the 
third floor being 40 average. 

There are three display windows, and a 
description of the equipment used for one 
will serve for all. General lighting, filament, 
32 200-watt filament lamps in show window 
mirrored glass reflectors — 6,400 watts; two 
150-watt PAR-38 flood lamps — 300 watts. 
Fluorescent, three luminaries of white 
enamel reflectors and egg-crate louvers. Two 
luminaries each of 10 (96T8) lamps, 4,500 
white at 200 ma. One luminaire of 20 
(42T6) lamps, 4,500° white at 200 ma. (10 
rows, two lamps per row) — 680 watts. 


Display window highlighting, filament, 19 | 


adjustable PAR-38 lamps (both spot and 


flood) located along center line of fluores- | 
cent fixtures. Lamps unlouvered. (Seven | 


lamps in each luminaire using 96T8 lamps; 
five lamps in the luminaire using 42T6 
lamps) — 2,850 watts 


The first photograph shows a view of the | 


main floor from the main entrance. Recessed 


fixtures in U-shaped pattern use 64-inch T-6 


slimlines with elliptical shape cavity re 


flectors. Downlights at the corners of the | 


pattern are PAR-38 floods. 


Shown next is a close-up of the luminous | 
curved rear wall of the main floor with dif- | 
fusing glass panels back-lighted by slimline | 


lamps. Note the curved, lighted niche. 


The center illustration is of the rear area 


of the second floor sales room. Well lighted 
niches add interest. Downlights consist of 


34 150-watt PAR-38 floods recessed over | 
small apertures. Circular coffers provide a | 


change of lighting pace 


At the lower left is a photograph showing | 
effective handling of a featured point-of- | 


sale area for handbags on the third floor. 


Slimlines in the louverall canopy are sup- | 
plemented by adjustable spots. Display | 
cases, back wall display, and the wall | 


niche in the background are lighted by slim- 
lines. 


For decorative effect, four 18-light crystal 
chandeliers are used on the first floor. For | 
effective downlighting, three rows of 300- | 
watt prismatic lens recessed fixtures are | 
used, while slimlines are used in the case | 


and back wall display. 


Proof of the soundness of the manage- 


ment’s theory on the sales effectiveness of | 


well-planned quality lighting is the sales 


record of the State street store. After | 


months of operation, sales have exceeded 
even the store management's optimistic pre- 
dictions. It is generally accepted that the 
fine lighting has contributed much to the 
phenomenal success of this store. 

(Photographs shown with this article are 
by courtesy of General Electric’s Lamp Di- 
vision . Ed.) 


Kemp Wins Top Prize 
In Display Contest 

One of the four first prizes of $200 in the 
national display contest sponsored by the 
Rothmoor Corporation was awarded to Dale 
J. Kemp, J. S. Schramm Company, Burling- 


ton, lowa. The award was for stores in cities | 
up to 50,000 population. Kemp's name was | 
inadvertently omitted from an earlier item | 


on the contest results 
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Ants and Flowers 
Sweeping the Country | 


With Smart Easter Flowers, Plants, 
Foliages, Botanicals and Novelties 


PRESERVED 


ADIANTUM Green, Pastel Shades. 


and : 
ASPARAGUS Flocked or Plain. 


FERNS 


Natural, Green, 72 Row. 
GRASS MATS Burlap Back. Loose Grass. 


Bamboo Poles and Stalks, Preserved Ferns, Phoenix, 


Cicus, Cocoa Nut Leaves and Palmetto Leaves Flame- 
PALM TREES proof. Sea Shells, Seafans, Sponges, Coral, Star Fish. 
Colored Sands, Crystals, Wood Shavings, Fish Nets. 


BRANCHES Redwood, Birch, Natural, Colored, Grape Vines, Cherry 
TREES Trees, Apples Trees, Birch Poles and Bark. 


MOSSES Sheet Moss, Spanish, Liche. 


Write for Tropical, Spring and Summer price list! 
VISIT... “The House of Naturals” 


ARTS and FLOWERS* "nc. 


Manufacturers @ Creators @ Importers 
43 WEST 56TH ST. NEAR 5TH AVE. NEW YORK 19, N. Y. 


*Reg. U.S. Pat. Off. 











STUDY \ : o 
WINDOW DISPLAY i Hat off the press 
AT HOME Fay, The newest in Rarks 


Easy Home Study course showin Send today 
how to do every phase of window fer 
display work. Merchants, display Williams folder DW /73R 


men, women and beginners will beers - 
find this course the finest of its 7 ; 


kind. School founded in 1905. 8 
Employers: Free to you— _ ~ Db Wébnssis due. 
Names of our Graduates. Rie Dot Williams, president 
w. a4 
rite for literature. s 3 498 Seventh Avenue, New York 18 


THE KOESTER SCHOOL /, 


3710-12 N. Cicero Ave., Chicago 41, Ill. 
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Standard Color Chart 
Needed In Display 


A recent 


firm 


brought a from a 

"We 
forwarding to us a set of the 
adopted by the National 
We 


giving us an 


mail request 


Chicago would very much ap 


preciate your 
standards 
Association 1 


would 


Display Industries 


also appreciate your 


how these colors were sé 


lected, for what and how often 


purposes, 


they are revised 
standard ¢ 
fact that 


1 for it, Ie 


Unifortunatels no such olor 


exists despite the many 


men have aske aiding dis 


factor have recommended its 


com 


display 
pla 
Ppilation andi «that at 


would be relatively 

Ssimpie to pr 
The 

*s displayn 

detailed here 


is that a «di 


benefits « standard color chart 


wmufacturer have been 


Omaha oria 


most o ou 
can place al 0 \ a manut turer 
in New York v « l go and 


(olor S-3S 


peciiy 
both parties 


know exactly | finish will be like 


Since lato f Dis 


nhlay Industric ally 
WW the leading 
that 


undertake th 


ecm 


this ore 


chart 

The 
Following the 
probably the 


steps 


next n 
leading 


touch with 


their 


paint mant 
get recommendations as 
tints 


« included 
chart could take the torm ot 


and shades to be 


of paper ot stantial werglht 


board, whi 
department 


ind) perma 
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would be shown, just as in the 
case of color charts seen in paint 
store. Paint manufacturers probably would 
be glad to furnish these sample swatches. 
The actual production necessary on the part 
of the NADI would be to assign numbers 
to each color, have the sheets printed 
accordingly, adhere the sample swatches in 
their proper positions, and mail the chart to 


samples 
every 


the stores 
The project would not be particu- 
larly expensive, and it would be a decided 


whole 


service to display 


Additional Classification 
Added To Contest 
Included in the letters of approval re 
DISPLAY WORLD with refer 
display contest 
sponsored by the magazine is 
out that 
been included 
display units 
important part in 


ceived by 
ence to the imternational 
being 


which 


now 
phase of 
This is 


one points one 


dispiay has not 
which 


the 


national advertisers’ 


certainly play a very 
display picture 

It has been decided to add another classi 
No. 101 will 
Thus a national advertiser 
submit a photograph of any special display 
the company may prepared for 
retailers this entry will he judged 
along with others from national advertisers 
for the unit to be shown 
the photo 
sufficient 


fication which cover such 


items may 
unit have 


and 


It is not necessary 
in a window or interior display; 
unit will be 
rules applying to other classifica 
effect detail 


Issuc 


graph of the alone 
Phe 


tions 


same 
will be in as outlined in 
this 


question 


elsewhere in 

Phe 
winner ot a 
submitted 


“Does the 
best 
automat 


asked 
gold medal for the 
month 
that particular 
for the en 
answer is “No” The 
thing apart from the 
from 
1950 


will be 


has been 
entry 
during a given 
first place in 


classification of 


cally win 
merchandise 


The 


award is a 


tire contest?” 
monthly 
which extends January 
December 15, 


monthly 


main contest 
15, 1950, to Entries 
judged 
distinction, at 
The fact that 
award will have 


which win prizes 


along with the rest, without 


the conclusion of the contest 


they have won a monthly 


the 
Enthusiasm for the 


no bearing on final judging 


contest has been mani 
number of ways, and entries 
Cuite 


editorially 


fested im a 


are received in every mail a number 


of the entries will be used dur 


as in the contest 


and 


well 
displaymen 


ing the year, as 
trade fac 


this 


Comments ot 


tors appear in an article on page 66 ot 


Issue 


Pickett Elected President 
Of Califonria Group 

At the 
Display Club on January 26, 
North Hollywood, was elected 
president Other officers Harold | 
vice-president, and Frank Ackerman 

Stanley FE 
becomes chairman of the 
Board members include Paul Smith 
William Meissner, I. \ 
Frank Dunn, An 


Dickey Mrs 


Southern California 


Pickett, 
1 


election of the 
Roger 
Rathbun's 
are 
Kelly 
Thompson 


secretary-treasuret 


outgoing president 


board 
Richard Fitzgerald 
McKenzie Louis ¢ 
Golff, Ralph 7 
Walbridgc 
speaker at the 


Eleda 


raig, 


thony and 


Laura 


Ciuest meeting, which was 


it the restaurant, was Trow 


FEBRUARY, 1950 


bridge H. Stanley, president of L. A. Darling 
Company, Bronson, Mich. He discussed 
the following points in stressing the selling 
job that display must do: (1) Study methods 
used by other stores doing a good job; (2) 
keep up on new display props being pro- 
duced and maintain a constantly up-to-date 
reference file on them; (3) keep posted on 
what your departments are doing compared 
to those of competitors; (4) have close co- 
operation with department buyers; keep 
record on sales, stock assortments, incoming 
goods, ete.; (5) work constantly for better 
display techniques, learn more about cus- 
tomer shopping habits, and keep management 
informed; (6) keep data on before 
and after a new display idea is adopted; (7) 
show management what display can do to 
sell otherwise unadvertised merchandise; 
(8) think of display as a means of selling, 
not as an 


sales 


art. 


Cincinnati Club 
Has Dinner Meeting 

Members of the Display Club of Greater 
Cincinnati held a dinner meeting February 
9 at the Hotel Gibson, arranged under the 
direction of Jimmy Suttle, Dunlap’s, who is 
program committee chairman, and assisted 
by Frank Flemming, Sears, Roebuck & Co., 
and Joe Flaig, Coppin’s, of Covington, Ky. 

President Andrew Matzer, Rollman’s, in 
troduced Ed Kluska, who is head football 
Xavier university; Kluska showed 
motion pictures of the Salad Bowl 
between Xavier and Arizona State, 
accompanying the with a running 
commentary on the plays involved 


coach of 
colored 
game 


scenes 


devoted 
and to 
Paul 


Company, 


largely 
programs 


\ business meeting 


tuture 


Was 
to a discussion of 
getting a membership drive underway 
Reinermann Fixture 


head of the 


Reinermann, 


was named membership com- 


mittec 


Aphrodite Displays 

ls New Firm 
A mannequin repair and refinishing firm 

established under the 


103 Crosby 


name ot 
street, New 
Salvatore 
formerly of 


has been 
Aphrodite 
York City 12 Principals 
Spataro and Joseph F. Profita, 
S. Spataro Studio Emma P. Signori, 
Mary Studio 


Displays, 


are 


and 
formerly with Brosnan 
Son Is Born 
To Heiderichs 
Arthur W 
for Spines Clothing Company 
Mrs. Heiderich 
son born in 


Arthur W 


Heiderich, display manager 
Wichita, Kan 
parents ot a 


and are the 


January He has been named 


Heiderich Il 


Stensgaard Is Speaker 
At Joint Meeting 
W. | 


firm of the 


head of the Chicago 
was the 


meeting ot 


Stensgaard 
same name, guest 
speaker on February 3 at a joint 
the Advertising Club, Sales Exchange Club, 
and the Display Club—all of Birmingham 
Frank Berends Joins 
Louisville Firm 
Frank Berends, for 
& Doepke, 


Louisville 


years with Alms 
Cincinnati, Besten & 
as display manager 


many 
has joined 


Langen, 
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To Serve You Better . . . 
We Have Opened a New Showroom 


at 317 West Jackson Blvd. 
CHICAGO 6. ILL. 


We welcome your visit to our new modern showroom and see the 
latest design in mannequins, children figures and forms in Papier 
mache, composition, and Natex Rubber. 


A Finer product. And always remember, factory to you. 


NATIONAL ART STUDIOS 


Facto Showrooms 
306-308 South Market Street 317 West Jackson Blvd. 
Chicago 6, Ill. Chicago 6, Ill. 
Serving you 


MISS FAY SEYLER 


GARDEN SCENE summer visprays 


The Newest 
“PHOTO-MURAL 
FABRIC" 
Window Background 








This is a gorgeous garden scene that will lend 
enchantment to summer displays of all types 
of merchandise. Rich in foliage and unique 
in its informal arrangement you will find it a 
winner in making summer displays sell more 
merchandise. 


100 Inches High by 
210 Inches Long 


In four- and five-panel units, 
each 42 inches wide. 


Nine other scenes available: Tropical Beach 
Scene, New York Skyline, Stairway in Opera 
House (Paris), Arc de Triomphe (Paris), The 
Acropolis (Greece), Winter Wonderland with 
Brook, Woodland with Brook, Rustic Wood- 
land Scene, Snow Scene and Cherry Blossoms 
Design No. 11 —- GARDEN SCENE — In Shades of Green in Washington. . 
Five Panels $75.00 


ORDER DIRECT FROM US OR THROUGH YOUR FAVORITE JOBBER 


DECORATIVE DISPLAYS (7° “mm tvsgcersoes"" 














EXHIBITION PROVIDES 
IDEAS FOR DISPLAYS 


{Continued from page 25) 

late 18th and 
groups en- 
furni 
wear tight 
tails, and 
One coat, 
with 


Dashing gentlemen of the 
early 19th centuries appear in 
livened by contemporary 
ture and accessories They 
trousers, frock with 
long, double-breasted greatcoats 
of butf with velvet 
buckskin trousers tucked into boots 
vests enhance the 


settings ot! 


short coats 


lapels, is worn 
Cravats 
and colorful embroidered 
elegant costumes 


effectiveness of these 


Capes, a favorite fashion, are presented 
including one of green 
lined with turkey red, 
said to have been worn by the father of the 
painter Jeremiah P. Hardy when he 
courting his future It was 
the painter himself some 40 years later when 
he was doing his portraits in Maine. An 
“Inverness,” Sherlock Hol- 
mes, and an opera cape of black broadcloth 
trimmed with black velvet are also on dis- 
play 

Later tableaux show the 
upon men’s costume of the industrial 
tion and the 19th century trend toward mass 
production, machine weaving of fabrics, and 
the growing importance of the middle clas 
ses. Up to this time fashion had been an 
individual matter, a sign of rank and wealth, 
reflecting the styles of the court. Now, as 
democratic came 
men's tended to greater 
Except for sports and lounging clothes and 
an occasional light summer wear, 
dark colors became the rule. 

These suits of the 1850's and later, with 
matching coat and trousers, worn with stiff 
collars and knotted ties, mark the beginnings 
of the that men still 
today 


in several examples, 


and red plaid wool, 


was 


wife worn by 


reminiscent of 


effect 
revolu- 


sobering 


into force, 


unitormity 


more ideas 


dress 


suit ior 


conventional styles 


weal 
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Vivid contrast to the period costumes 1s 
provided in an adjacent gallery by a display 
of European peasant dress. 

While the exhibition is largely made up 
of costumes belonging to the Costume In- 
stitute and the Textile Study Room of the 
Metropolitan Museum, these have been sup- 
plemented by a number of loans. Among 
the lenders are The Museum of the City of 
New York; Cooper Union Museum for the 
Arts of Decoration; The Henry Francis Du- 
Pont Winterthur Museum; Wallach’s; Hart, 
Schaffner & Marx; The Rensselaer County 
Historical Society; The United Shoe Ma- 
chinery Corporation; Nina Fletcher Little; 
Mrs. Oliver Cushman; DeRose & Co., and 
others 

The exhibition was installed by Polaire 
Weissman, executive director of the Costume 
Institute, and Benjamin Knotts, display 
manager for the Museum. Mannequins used 
tableaux designed by Miss 
with the assistance of Ruth 


in the were 
Weissman 
Rogers and Rosalie Lane 

“Tomorrow's Fashions” were installed by 
Henry Callahan of Lord & Taylor on manne 
quins lent by Mary Brosnan, both of New 
York City 

“Adam in the Looking Glass” will be 
on view daily for several months, in the 
Costume Institute galleries in the Museum's 
North Wing (entrance at 83rd street). Hours 
are 10 a.m. to 5 p.m. weekdays; 1 to 5 p.m 
Sundays and holidays 


Display Clinic 

A display clinic and 
window display technique were the contri- 
bution of W. W. Riggs to the Men’s Apparel 
Club of the Carolinas meeting held in 
Charlotte, N. C., January 15-18. He is in 
charge of display for Ed Mellon Company, 
of the same city. 


demonstrations of 








—Exotic windows were used by Donald Angus, Jay Thorpe, New York City, to present Tina 


Leser's adaptations of 17th and 18th century apporel from India, Siam, and Turkey. 


Originals 


and adaptations were set against decoupage backgrounds which were interpretations of early 


paintings. 


Museum pieces were used as display props. 


This window featured a maharanee’s 


wedding skirt and sori, with Tina Leser's green skirt and jersey bodice adaptation— 





And fresh as Spring itself are the new ‘deas in display which these fa 
mous firms have prepared for your first big promotions of the new year 
Valentine's Day, newest fashions, Easter whatever the event, you'll 
find inspiration and ideas are plentiful among these New York display 
houses which pace the field. Prices are in line with the thinking of the 
most budget-minded management... and your buying time stretches 
further in this concentrated market. Remember 


1 alurays Maret Weekes ix Now Vo 











Why Don't You 
SAVE 25% 


on your staples 
for tacking 
machines! 


PAY THE 
LONG PROFIT 


When you can buy direct 


and SAVE! 


Here's How... 


1 Box—{5000) Staples 
('4" leg) only $1.50 box 


Fits all following 


Standard Tackers 
e@ KLINGTITE 
e HANSCO 
e@ SPEED-O-MATIC 
e@ DURO-FAST 


(Minimum order 6 Boxes) 


Now About Service! 
All repairs or service done 
immediately for USERS of 

OUR STAPLES. 
AT A VERY LOW COST 
AND OFTEN FREE! 
He stock parts for all makes 
of fac kers. 
© 


Write, Wire, or Phone 
TODAY 
CINTI SHIPPERS SUPPLY CO. 
Mfrs. and Distributors 


517 MAIN ST., CINCINNATI, O. 
PArkway 8176-8177 


SAVE THE MIDDLEMAN'S 
PROFIT! 
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Patterson Resigns; 
Opens Own Firm 

R. J. Patterson, since 1919 display and 
advertising manager for Weiss & Goldring, 
Alexandria, La., has resigned in order to 
open his own business under the name of 
Originals by R. J. Patterson The new 
organization will handle the design, manu- 
facture and sale of display specialties, op- 
erating throughout the South. Headquarters 
will be at Alexandria. 

Employes of the store presented Patterson 
with a wrist watch as a parting gift. He is 
succeeded in the display and advertising 
department by Edward Keeton, formerly of 
Columbus, Miss 


New Firm To Serve 
Point-Of-Sale Field 


\ point-of-sale display consultation firm 
has been established under the name of 
Sturtz-Meder Associates, at 1450 Broadway, 
New York City 


Philadelphia Display Guild 
Celebrates Anniversary 


The Philadelphia Display Guild, an organi- 
zation of free-lance displaymen, will observe 
its tenth anniversary during February. It was 
on February 25th, 1940, that a group of 11 
free-lances from this city met to draw up a 
code of ethics for their own protection and 
that of the firms they served 
successful from the very beginning, according 
to Al Dubin, vice-president of the Guild, who 
comments 


The code was 


“The Guild proved very successful and is 
today an outstanding example of a strong, 
coordinated professional group. It is signifi- 


cant that the small group of 11 men has grown, 


and the Philadelphia Display Guild is proud 
of its present status—over 30 members, all 
highly skilled in their profession. It is with 
a sense of achievement that the Guild is 
looking forward to celebrating its tenth an 
niversary, and it shall endeavor to maintain 
its code of ethics to the mutual benefit of its 
members and ther clients.” 
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Cohen Nemed Distributor 
For New Plastic Blocks 


Art R. Cohen Company, 810 Penn avenue, 
Pittsburgh 22, has been named national 
distributor for a new plastic block called 
“Bloxolite” which has many display uses. 
Translucent, the 8 by 8-inch blocks are 
structurally strong although light in weight. 
They are easily formed into display islands, 
partitions, and the like by carpenters or 
handymen without the use of mortar or ad- 
hesives; the erection is done by fitting in- 
terlocking lattice strips together and press- 
ing the plastic plates into place in the slots 
provided. Panels so constructed can be 
quickly dismantled and the blocks reused if 
desired. 

Literature is available from Art R. Cohen 
Company on request 


Allcock Plans Sale 
Of Mannequin Division 


That part of the business devoted to the 
production of mannequins will be disposed 
of soon by Alleock Manufacturing Com- 
pany, Ossining, N. Y., according to Fox 
Conner, president. The pharmaceutical firm 
got into mannequin manufacture during the 
war but because of the wide disparity be- 
tween this work and its major interest the 
display division is to be sold. Carl Greenhaten 
and Otto Mastrovits, who have been con- 
nected with the division for 
several years, are said to have an option 
on this branch of the business but the sale 
will not be concluded until current orders 
are filled 


mannequin 


Putnam Heads Display 
For Memphis Store 

Al Putnam has been appointed display 
director of the Gray Mercantile Company, 
Memphis. He will direct display in the 
firm’s group of stores covering four states 
in the mid-South. Putnam was formerly 
display supervisor of Rich’s, Atlanta, and 
display manager of Phil A. Haile, Memphis 


—Members of the Philadelphia Display Guild plan the tenth anniversary program of their 


organization. 


Officers of the group are: President, Mike Levey; vice-president, Al Dubin; 


secretary, Sam Gold, and treasurer, Ben Goldfarb— 
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NADI Members Reserve ||, THEY'RE NEW! THEY'RE SENSATIONAL #/ 


Space For June 

What may be the largest Display Market UNBREA Ae jaa 
Week ever held by the National Association 
of Display Industries is indicated by the (White Rubber Compositi 
number of reservations made by members 
within a few days after charts of exhibit 
space available for the June show were 
sent out by NADI headquarters in Chicago 
According to John F. Bowman, Jr., man- 
aging director, many of the requests are 
for larger space than was the case last 
year. Sixty-five reservation requests were 
received at his office by February 8& 

The market will be held at the Hotel 
New Yorker, New York City, during June 
25-30 


Display Set-Up Changed 
At The Hecht Company 


After many years of combined operation, 
the display division of The Hecht Company, 
Washington, has been divided into separate 
window and interior departments. As a re 
sult of the change the following promotions 
from within the organization have come 
about, according to Earl W. Darfman, dis- 
play director: 

Sydney W. Haken becomes display manager 
in charge of windows; Lester Melnicove 
is display manager in charge of interiors; 
Louis Florimbio is production manager, and 
Victor Sacharoff becomes sign shop and 





space utilization manager 
2375 MILWAUKEE a. 
A 4 


cHic 





“Display Guide" 
Is Offered 


A highly diversified line of displays and 
decorations for spring and summer is pre 
sented in the 1950 “Guide to Better Dis 
plays”, just released by Adler-Jones Com 
pany, 521 South Wabash avenue, Chicago 5 
Of special interest are the illustrations 


showing how related display and decorative INVITES you TO 
items may be used together. Copies of 
MEET HER WONDERFUL 


the catalogue are to be had free on request 


to the company GIRLS AND BOYS 








Auxiliary's Gift Alice is a dreamer—so are good dis- 


Is Acknowledged playmen. These new outstanding 
A number of personal letters’ written by children’s figures will fit into any 
recipients of CARE food packages have theme your creative mind conceives. 
been received by Mrs. Fr -_ E. Whitelan Enough action . . . personality plus 
Detroit, as a result of a donation made a and the ability to show merchandise 
short time ago in the name of the Ladies , fant ’ 
Auxiliary of the International ; Association at its best. Plan for them in your 
of Display. Former members of the aux current budget...You will be 
iliary, which no longer exists, turned over delighted at the result. There are 
all psa funds remaining in the treasury to six new girls in ages ranging from 4 
- © -f organization 
the relief organization yrs. thru 12 yrs. and five boys from 


4 yrs. thru 12 yrs. 


Garrison-Wagner Catalogue See them as soon as frossible 
Covers Spring And Summer ox wortle fon complete details 

The spring and summer catalogue, No 
226-D, of Garrison-Wagner Company, 2018 
Washington avenue, St. Louis '3, has been 
released. Containing 96 pages and with 
many of the illustrations in full color, the 








catalogue covers fabrics, papers, letters, 
gadgets, accessories, panels, foliage, flowers, 
fixtures and backgrounds. Copies are avail- 
able on request. 











THE 


fastest, neatest, easiest, safest, 
money-savingest way to tack or 
fasten is with the very 


BEST 


tacker you can buy—designed for 
unfailing one-hand fastening at 
lightning speed —the 


TACKER 


built for a lifetime of constant serv- 
ice building and installing displays, 
decorations, signs, posters, exhibits, 
window trims, 


MADE 


of paper, cardboard, plywood, 
cloth, canvas, wallboard, light metal, 
etc.—the famous tacker that 


preferred by display and sign men 
because it loads easier, works 
easier, and leaves no hammer 
marks. The name to insist on is 


S-18 TACKER 


The S-18 TACKER is sold and serv- 
iced everywhere. ; 


Send for complete information and name and address 
of Distributor nearest you. 


The E. H. HOTCHKISS COMPANY 
Industria! and Office Stapling end Taching Equipment 
Norwalk, Conn. Dept. D. W. 

Nome 

Co. Name 

Address 

City State 


he ee oe cee oe ee ee ee ee we es oe es oe oe 








| boxes as merchandise; therefore, they 
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How Indiana Teaches 
Display To Retailers 


ARLY in the year of 1946, Roy John, 
E managing director of Associated Re- 

tailers of Indiana, approached Indiana 
university on the subject of starting a re- 
tail display training program for the benefit 
of the state’s retailers. The proposal was 
accepted, and the program has been op- 
erating successfully for the past three years 
under the joint management of the distribu- 
tive education department of the university 
and Associated Retailers of Indiana. 

The decision to go ahead with the program 
was a result of numerous pleas for help by 
inany independent merchants in the smaller 
communities in the state. Professional 


‘lisplaymen were at a premium at that time, 


so the smaller independent stores went 
begging for trained help. The state super- 
visor of distributive education, H. G. Mc- 
Comb, and Indiana university, represented 
by Dr. Melvin S. Lewis, felt that this 
would be a good method of assisting 
those taxpayers in a tangible way to solve 
some of their display problems. It was 
decided that this service should be free of 
charge and with no strings attached to the 
privilege of attending classes and receiving 
the free counseling service. Val Mikesell, a 
displayman of much practical experience, 
was engaged as instructor. 

A ton panel truck was obtained for the 
purpose of carrying a collapsible window 
which when set up measured approximately 
8 feet in length, 7 feet in height, and 4 feet 
in depth. The cubic footage of the window 
was determined and divided by four. This 
one-fourth represented the ideal amount of 
space to be occupied by merchandise. The 
25 per cent was broken down into a series 
of platforms and boxes of various sizes and 
shapes for the purpose of illustrating bal- 
ance, proportion, and unit arrangement. This 
collection of props was transported on a 
circuit of six towns, one day being spent in 
classroom work and the following day 
counseling on display problems with the 
trainees in their respective stores. 

This method of teaching proved ineffec- 
tive, due to the lack of ability on 
the part visualize the 
were 


mostly 
of the trainees to 
unable to interpret basic principles as given 
in the classroom. Only one day was given 
to counseling, thus making difficult any 


| actual demonstration work in any one store 


since there were from 15 to 20 stores in 


volved in each town where the program was 
held 

It was then decided to discontinue the 
since it was so 


use of the dummy window 


| cumbersome and lacked flexibility for show 


ing the various sizes and shapes of windows 
and for answering the problems involved in 
showing various lines of merchandise 
Pictures in color of “before” and “after” 
windows were then taken with a 35-mm 
camera in each town in order to build up a 
repertory of good illustration for all lines 


of merchandise A slide projector and 


screen were obtained to show the “before” 
and “after” results. An increase of interest 
on the part of the students was immediately 
apparent. They received better understand- 
ing of the principles involved and were 
equipped to adapt them to their own needs. 
The time element was increased to one week 
(five consecutive days) in each town. Even 
that extended period of time proved too 
short because of necessary preparation for 
actual window displays. Too many times 
the instructor had to entrust completion of 
a display to inexperienced learners due to 
the limited five-day period. 

The time to be spent in each town was 
then increased to three weeks, and the pro- 
gram now operates on this basis. The first 
week is given to promotional contacts, three 
two-hour periods of instruction, counseling, 
and preparation for displays in various 
stores. The following two weeks are given 
to assisting various stores in installing 
their windows. The instructor helps to lay 
out designs for basic props, evaluates light- 
ing (which in 90 per cent of the cases is in- 
adequate), and suggests color schemes and 
arrangements, After the store employee 
assigned to display work has made all initial 
preparations, the instructor gets into the 
window and assists with the installation. 
Just telling a group how to put in a window 
is entirely inadequate. In good teaching, 
they must not only be shown but should 
have ample opportunity to do the work and 
be allowed a fair amount of self-expression. 

Small retailers have come to have a better 
understanding and appreciation of the 
amount of imaginative work that goes into 
successful display. Anyone who may attempt 
to do teaching of this nature in the future 
can reasonably expect to find a certain 
amount of resistance on the part of a few 
merchants to some of his suggestions. The 
primary reason for this reluctance is that 
the merchant’s appointed display person is 
the one who attends the classroom instruc- 
tion, not the merchant. In many cases the 
display person after attending the sessions 
goes back to the store full of enthusiasm 
and tries to explain to management the 
advantages of better props anc better light- 
ing, only to meet a solid wall of objections. 
These objections, of course, usually concern 
money to be spent for display. It seems to 
be very difficult for management to see that 
if $20 more per month is spent on lighting, 
it is reasonable to assume that more sales 
will be the result. If the merchandise is to 
be seen and appreciated by the potential 
customer, it must first be well lighted. It is 
hoped that this serious objection can be 
overcome by repeat programs in each town 
A majority of the retailers who have par- 
ticipated in this service have benefitted from 
their open-mindedness and willingness to 
learn. They naturally have not followed all 
suggestions to the letter but have interpreted 
the principles in their own manner. This 


individuality makes their particular stores 





FEBRUARY, 1950 


outstanding, since company policy is. properly 
shown in the windows. 

Reports from individual merchants (from 
10 to 20 in each town) indicate their en- 
thusiasm for the program and usually re- 
quest its return with:n a year. It is apparent 
that the Indiana retail display training 
program is meeting with very favorable 
reception throughout the state 


Matzer Is Elected 
By Cincinnati Group 
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for DISPLAYS 


DIL 


The Display Club of Greater Cincinnati | 


held its regular monthly meeting January 


12th, at local Red Cross headquarters. First | 


on the agenda was a discussion of the 
club’s participation in the coming Red Cross 
campaign. After a few remarks’ by John 
Margo, chairman of the 1950 Red 
Fund Publicity Committee, the club volun- 
teered the following cooperation: 

Each represented agreed to give 
one or more windows depicting the various 
services of the Red Cross. They also agreed 
to display Red Cross flags on, or in front 
of, their respective stores. A committee 
was named to submit ideas for Red Cross 
displays to be installed in suburban stores 
and the club agreed to train the Boy Scouts 
who would make the installations 

Next came the club’s own business meet- 
ing, at which time the revised constitution 
was passed on and adopted. This was 
followed by the election and installation of 
officers. Those named to office for 1950 were, 
for president, Andrew Matzer, Rollman’s; 
vice-president, Barney Meyer, Kline's; sec- 
retary-treasurer, P. Watson of May-Stern’s 
W. S. Grover, H. & S. Pogue Company, is 
publicity manager. 


store 


Philadelphian Wins $1,000 

In Westinghouse Contest 
Samuel Klein, assistant manager of Klein's 

Self-Service Market, 1007 North 


street, Philadelphia, has won the |top award | 


of $1,000 in a display contest conducted 
among retailers of Westinghouse light bulbs 


Marshall | 


Cross | 





| DI-LON offers authentic repro- 
ductions of wood grains, marbles, 
leathers, raffias and other unusual 
patterns. Possibilities for its use 
| in window and store decoration 
are limitless. No matter what kind 
| of merchandise is to be displayed, 
_there is a DI-LON pattern that 
will show it to the best advantage. 
| DI-LON, because of its faithful 


by the company’s lamp division, Bloomfield, | 


N. J 

and “Miss Famous” identification 

for consumers was 

the hundreds of dealer entries reviewed by 
Reuben H. Donnelley Corporation judges 
Second award of $250 went to 


ington street, Morristown, N. J 
prize of $100 was awarded to W, J. Herren 


of the Sears, Roebuck & Co. store in Atlanta. 


Lee Butler Joins 
Einson-Freeman 

Lee M. Butler, display specialist and New 
York manager of The Display Corporation, 
Milwaukee, has joined the executive sales 
staff of Einson-Freeman, creative litho- 
grapher and store and window display 
manufacturer, Long Island City, N. Y. The 
announcement was made by Albett Hailparn, 
Einson-Freeman executive vice-president 
and director of sales 

Butler was Esquire’s merchandising di- 
rector and sales promotion manager prior 
to joining The Display Corporation four 
years ago. 


Klein's point-of-sale promotion of a jingle 
contest 


Samuel | 
Blatstein of the Peter Pan Market, 19 Wash- | 
and third | 


announced as best of | 


59 


—Wallpaper Extraordinary 


reproduction of pattern and color, 
attracts the customers. It is an eye 


stopper. 


DI-LON is very easily and quickly 
applied to window backgrounds, 
panels and display fixtures. It is 
durable, washable, sunfast. Every 
decorator should have a supply on 
hand at all times. 


Write for samples description and name 


of nearest source of supply. 


THE DI-NOC COMPANY + 1700 London Road + CLEVELAND 12, OHIO 





USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
o 
$3.00 Per Column Inch — CASH WITH ORDER 

















THE ALLEN AUDIO-VISUAL 
TRAINING IN AIRBRUSH 
TECHNIQUE 
BASIC COURSE 
A HOME STUDY COURSE in the fun- 
damentals of using the Artist’s Airbrush. 
APPROVED BY 
Wold Airbrush Company 
Thayer & Chandler Company 
The Paasche Airbrush Company 


GRAPHICRAFT PUBLICATIONS 
Dept. J 


378 Channing Street Ferndale 20, Mich. 
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Saves 


(Cutting 
IN THE DISPLAY SHOP 


ume 


multi-purpose portable 
CUTTING TOOL 


Whiz-Saw is an ideal cutting tool for the Dis 
play workshop, because it is many saws in one. 
Whiz-Saw goes with you to the job and can 
be instantly used as a rip, crosscut, scroll, 
coping or keyhole saw. It cuts with amazing 
speed wood, bone, pastic, fibre board, pressed 
wood, hard rubber, etc. up to 1” in thickness 


Inside Cuts Without Boring 


Here’s the pay off for Display men in 
side cuts, and you don't need to bore a 
starting hole. Whiz-Saw cuts its own blade 
hole and then you're ready to cut any in 
side shape The special blade makes close 
\,” turns for inside lettering cutouts or in 
tricate keyhole cuts 


Sturdily Built 


While light in weight (only ¥_ Ibs.) and 
easy to handle, Whiz-Saw is a rugged pre 
cision tool 1/10 H. P. heavy-duty motor 
operates on AC or DC 115 volts, 6 cycles 
Fast cutting power 3250 olade strokes per 
minut 


Whiz-Saw comes complete with 3 blades, screw 
driver and instructions Price $49.00. Order 
from your power tool dealer or send check or 
money order to Forsberg Mfg. Co., Dept. DW, 
P. O. Box 431, Bridgeport 1, Conn 


ANOTHER PRODUCT BY 


ber 


Makers of the Femeve Whale & Viking Tools 
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Arthur Gray Continues 
As YMG Chairman 


In line with a new policy of the National 
Retai] Dry Association all officers of 
its various groups are to be 
meetings of these 


As a result, Willard 


(Goods 
divisions and 
elected at the mid-year 
association departments 
H. Campbell, vice-president of Schuneman’s, 
Inc., St. Paul, chairman of NRDGA’s Sales 
Promotion Division, and W. Arthur Gray, 
visual merchandising manager of Lansburgh 
& Brother, Washington, chairman of the 
Visual Merchandising Group, will continue in 
office 
Robert J. Powderly, sales promotion man- 
ager of Kresge, Inc., Newark, will continue 
in a combined position of chairman of the 
executive committee of the Sales Promotion 
Division and Visual Merchandising Group, 
and vice-chairman of the Sales Promotion 
Division 
Louis A 


House, San Francisco, 


Banks, display director, The White 
replaces Elmer Kipp- 
horn as secretary of the VMG, and Leonard 
Pons, display director of D. H. Holmes Com 
pany, Ltd, New Orleans, Morris 
Welch as its treasurer 


replaces 


members of the VMG's 
hoard of directors; term ending in 1952 
Louis A, Banks; Henry Callahan, Lord & 
laylor, New York City; Lee W. Court, Wm 
Filene’s Sons Company, Boston; John R. 
Foley, K. H. Macy & Co., New York City; 
W. Arthur Gray; Harold Melnicove, The 
Hecht Company, Washington; John C. Nic 
hols, Cleveland; Frank Vermilye, 
Foley's, 


The following are 


Highee’s, 
Houston 
Boulware, 
Miller & Rhoads, Inc., Richmond; Clement 
sradley, Carson Pirie Scott & Co., Chicago; 
Adrian Delsman, Famous-Barr Company, St 
Louis; K. W. Duncan, Kaufmann Department 
Stores, Pittsburgh; Robert L. MeCorkle, L 
Bamberger & Co., Newark; Sidney Ring, 
Saks-Fifth Avenue, New York City; Stanley 
E. Thompson, The May Company, Los An 
Findley Williams Roebuck & 


Co., Chicago 


Ferms ending in 1951: John 


veles Sears, 


Term ending 1950: Joseph Apolinsky, Love 
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man, Joseph & Loeb, Birmingham; Toni 
Cipolla, Halle Brothers Company, Cleveland ; 
James Gosling, R. H. White & Co., Boston; 
K. Francis Hildreth, J. N. Adam & Co, 
Buffalo; Leonard Pons; Dudley B. Pope, 
Davison-Paxon Company, Atlanta; Reed 
Schlademann, The Fair, Chicago; E. L. Voll- 
mer, Joseph Horne Company, Pittsburgh. 

Representing the Sales Promction Division 
Willard H. Campbell, Schuneman’s, St. Paul, 
and Arthur See, Saks-34th Street, New York 
City 

Winners of the contests for outstanding 
window and interior displays for 1949, spon- 
by the VMG, have been announced by 
Irving C. Eldredge, assistant manager of the 
group. In Class “A” (stores with a volume 
up to $5,000,000), first prize went to Leo 
Schear Company, Evansville, Ind.; William 
Hahn & Co., (Silver Springs store), Wash- 
ington; Bright Stores, Inc., Lansford, Pa.; 
Kirven’s, Columbus, Ga., and Tepper’s, Inc., 
Plainfield, N. J. Second awards went to 
Wilmington, Del.; Kirven's, and 
Third prizes were won by Tep- 
N. Kaufman's, Inc., Union- 


sored 


sraunstein’s, 
Tepper’s 
per’s, Inc., and 
town, Pa. 

In Class “B” (stores with from $5,000,000 
to $15,000,000 volume), first places were won 
by S. Kann’s Company, Washington; 
Zion Cooperative Mercantile Institution, Salt 
Lake City; Macy’s-Kansas City, Mo., and 
Elder & Johnston Company, Second 
prizes went to S. Kann’s Sons Company, and 
Macy’s-Kansas City. <A. J. Freiman, Ltd., 
Ottawa, Canada, received third prize. In this 
group, first prizes for interior displays 
went to Macy’s-Kansas City, and A. Harris 
& Co., Dallas 

In Class “C” (over $15,000,000), the fol- 
lowing won first prizes: L. Bamberger & Co., 
Newark, Joseph Horne Company, Pittsburgh; 
McCurdy’s, Rochester, N. Y The Hecht 
Washington; Lord & Taylor, New 
York City; The White House, San Francisco; 
Frederick & Nelson, Seattle; Bon Marche, 
Seattle, and Rich's, Ine., Atlanta. Second 
prizes were awarded Edw. Malley Company, 
New Haven, Conn.; L. Bamberger & Co.; 
Lord & Frederick & Nelson; The 


Sons 


I Jay ton 


same 


Company, 


1 aylor; 


—Directors of the Visual Merchandising Group, NRDGA, and guests at a luncheon meeting 
during the January meeting in New York City— 
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White House; Joseph Horne Compan} ; Love- 
man, Joseph & Loeb, Birminghani; Rike- 
Kumler Company, Dayton; B. Gertz, Inc., 
Jamaica, N. Y., and Spokane Dr¥ Goods 
Company, Spokane. 

Third prizes in this classification: went to 
Rike-Kumler Company; Frederick & Nelson; 
McCurdy's; D. H. Holmes Company, New 
Orleans; Bon Marche, Seattle; Joseph Horn 
Company; The White House; R. H. White's, 
Boston; Spokane Dry Goods Company; L 
Bamberger & Co 

Interior display first prizes were jawarded 
Frederick & Nelson; Loveman, Joseph & Loeb ; 
L. Bamberger & Co., and R. H. Macy & Co., 
New York City 

Judges of the contest were Tom Lee, Tom 
Lee, Ltd.; Dana O’Clare, Dana O'Clare, Inc., 
and H. T. Williams, designer, all of New 
York ( ity 


Society To Dramatize 
Uses Of Plastic 


A huge display of more than 30 case 
histories of the industrial and commercial 
uses of plastics will be unveiled in Chicago 
on March 28, according to The Society of 
The Plastics Industry. The presentation is 
now being prepared and will be shown for 
the first time at the National Plastics Ex 
position in Chicago's Navy Pier March 28-31 
It will include both static and unimated 
exhibits 


National Sawdust 
Offers Catalogue 


Five new items are featured in the cata 
logue issued by National Sawdust (ompany 
Inc., 65 North Sixth street, Brogklyn 11 
They are gold nuggets, rock glass, “littl 
boulders”, gold bars, and colored pegs, mn 
addition the brochure shows the well-known 
“Kew-Bee-Kut” line Copies are: free ot 
request 


St. Louis Display Guild 
Has Baseball Night 

Baseball was the predominating subject at 
the February 8 meeting of the St. Louis 
Display Guild at the Forest Park hotel 
Guests were Charles De Witt, vice-president 
of the St. Louis Browns; Harry > Mitauer 
sports writer; Hugo Autz, editor of Sport 
ing News, and “Brownie'’s Baseball :Plavers” 
Toastmaster was Lou Adamie, in charge of 
the scoreboard at Sportsmen's pairk 


Display Department 
Lost In Fire 


The entire display department of |Korricks 
Phoenix, was destroyed by fire of unkown 
origin recently; the loss includet offices 
sign room, work shop, equipment, and ware 
house. The department had been located on 
the second floor of a building adjacent to 
the store itself; the latter was not 
damaged New quarters were secured at 
once and the department, under the} direction 
of Edward M. Durkin, resumed joperation 
soon after the fire. The loss was completely 


covered by insurance 
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SPRINGTIME DISPLAY PIECES 


zxkwewkkk *® 


%*& EMBOSSED 

%& TRANSLUCENT 
%& COLORFUL 

%& LARGE SIZE 
*%& ECONOMICAL 
* EASY TO USE 
*& DISTINCTIVE 


trated 
Lamb" i ot 
“Early Bird”. 
ind ry + 3} 


P85) 


“Early Bird" and "Lovely Lamb" are colorful decorations for 
all springtime occasions. They are embossed to a depth of 
314." in translucent weather-resistant plastic and beautifully 
colored. They will hang or can be placed in shadow boxes 
and be illuminated. 

Each, size 20" x 30". Metal edged in aluminum. Punched 
for hanging. 


PL50 “Lovey Lamb" $4.95 each 
PB5O "Early Bird” 4.95 each 
per pair $9.50 


10% discount on order of 24 or more in any combination 


Order direct from: All prices f.0.b. factory, Chicago, Illinois 














Dis 
Wo ploy 


Display’s Great Moenthiy Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau 

be glad to supply the latest authentic Baw 
tien about anything in the display line in 
which you are interested. If ay 7 - find 
your needs listed on this ok, oa 
tate letter. If we do not e the Ly ~ EE. 
you want on Gile, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display probiem. 


Colors 
and Pens 
Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Coler Li 


Decorative Pagers 
Display Forms 

Display Furniture 
Display Letters 

Display Racks 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

ae ag and Banners 


F 

G “ Ss 
Grass Mats 

Hosiery & Shee Forms 
Invisible Glass 
Lithographed Displays 
Mannequins 

Metal Sheets 


clalties 


Milliner ane 


Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plaques (Window) 
Plastics 
) Plywood 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Show Card Colors 

Show Cards 

Show Case Lighting 
Show Cases 

Store Designing 

Socks— Window 

Store Equipment 
Signs— Brass— Bronze 
Signs—Card Holders 
Signs— Electric 

Sign Printing Machines 
) Sleeve Forms 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 

) Wigs 

Window Lighting 

sh a copy of their catalogue? 


De you plan to > mal a Mga soon? 
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CINNATI, ORI 
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Display Manager 
Street 

City 
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MACY'S, KANSAS CITY 
[Continued from page 33) 


and replace it with the new one. All the 
fixtures in the store are designed to fit into 
these panels, and they can all be inter- 
changed at will. 

In some departments the lights are run 
in a “U” shaped troffer to provide illum- 
ination directly over the merchandise and 
display it to its best advantage. In other 
departments the light units are used end- 
to-end. From these examples it can be 
seen that one fixture, rearranged, takes the 
place of five or six other specially designed 
fixtures and affords a saving in fixture costs 
and in maintenance by the use of the same 
ballast, and louvers. Economy can 
be exercised behind the scenes, too, where 
simple and inexpensive industrial fixtures 
can serve 

Since the system eliminates the cost and 
labor of cutting openings in the plaster sur- 
face, it is easy to add or close up display 
lighting fixtures, spotlights, and decorative 
features like chandeliers, at any time. 

Like the plaster ceiling it replaces, the 
flexible acoustic tile ceiling is installed a 
distance below the structural floor slab. In 
the intervening area run the arteries and 
veins of the mechanical heart of the store— 
air conditioning and heating ducts, electri- 
cal conduits and telephone and inter-com- 
munication lines. The acoustic tiles which 
are attached to the flexible ceiling’s grid- 
work of metal channels are, in effect, easily 
doors to this area. This makes 
it possible to reach installations at any 
given point at any time. It can readily be 
seen how this type of ceiling encourages 
the substitution of mechanical and electrical 
equipment in line with future progress and 
changing merchandising conditions. 

The gridwork of metal channels is also 
used to carry the unusual flexible curtains 
on the second, third and seventh floors. De- 
signed by Gruen and Krummeck, these are 
aluminum panels of various textures, shapes 
and types which, when painted with rough 
textured paint, look like regular walls. 
They extend from the top of wall cases 
to the ceiling, or from the floor to the ceil 
ing in some departments. Easily removed, 
added to, or inserted, these walls provide a 
great amount of flexibility on the floors on 


tubes, 


accessible 


which they are used, 

Trade fixtures, too, on these same floors, 
are easily moved and converted in the new 
Macy's Nobody would guess that the 
luxurious, built-in cases in the better coat 
section are basically the same as the ones 
in the budget section on the 
This is accomplished by different color ar- 
rangement, and by having them built-in, or 
arranged in free-standing patterns, in dif- 
ferent departments. These flexi-case wall 
fixtures arrived on the premises disassem- 
bled and were quickly put together and in- 
stalled with a screwdriver 

Thus it can be seen that by 
developed factors to insure flexi- 

architects have equipped Macy’s 
and display technique that 
will help make merchandising history; a 
technique that will allow management to 
keep step with progress and economic de- 
velopments at the same time it exploits to 
the fullest the display potentialities of the 
store 


second floor. 


using these 
specially 

bility, the 
with a selling 
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“Window Display” Is Title 
Of New Book For This Field 

A new book has been added to the scanty 
library of display under the title of “Win- 
dow Display”, by Robert J. Leydenfrost 
and with a foreword by Gene Moore, display 
director for Bonwit Teller, New York City. 
The book has 208 pages, 233 illustrations, 
is 8-%4 by 10-%4 inches in size, and is hand- 
somely bound and printed. Published by 
Architectural Book Publishing Company, 
Inc., 112 West 46th street, New York City, 
it is priced at $10. 

This book is not a manual or text-book 
explaining the principles of display and 
their application in the day-to-day work of 
the displayman. Instead, it is first and fore- 
most a pictorial presentation of some of the 
outstanding displays of the past decade. It 
seems clear that Leydenfrost, who is a well- 
known commercial artist, selected the illus- 
trations with an artist’s eye. As a matter 
of fact, the first sentence of his introduction 
states: “Today in America window display 
is fast becoming recognized as a new art 
form.” He goes on to give the purpose of 
the book: 

“In compiling this book, effort has been 
made to give a good picture of the variety 
of displays in this country. Our purpose 
is to show the artist, decorator and layman 
the tremendous possibilities in a carefully 
designed window, both as an advertising 
vehicle and an artistic endeavor. Many 
methods of designing the space to fit a 
specific problem are shown; each photograph 
is a good example of how a window can be 
arranged to the best advantage of the mer- 
chandise displayed.” 

There is no doubt that the book accom- 
plished part of the expressed objective and 
is valuable from that standpoint alone. But 
from the practical side it has far more value 
to the average displayman as an “idea 
book”, a source to which he can turn when 
his flow of ideas is meager. For here at 
his finger-tips are large, clear photographs 
of 233 displays created by some of the top 
men in the profession, and most of the 
themes and treatments shown are susceptible 
of adaptation to other requirements. It is 
for this reason that most displayman will 
purchase the book regardless of its import- 
ance as a compact record of good contem- 
porary display. 

The displaymen work is featured 
are among the best, of course. Predominating 
are the windows of Tom Lee, Henry Calla- 
han, Gene Moore, Villela, Sidney 
Ring, Winston Jones, James Gosling, Mar- 
tine Kane, John Foley, George Wells, Luke 
Maletich, Bayard Okie, Welles Werner, and 
Don Smith. At the very top is Henry 
Callahan, Lord & Taylor, with more than 
40 displays illustrated, followed by Gene 
Moore with 24 and Sidney Ring, Saks- 
Fifth Avenue, with 15. 

Three defects will be seen at once by the 
reader of the book. First, that it makes no 
attempt to show interior display of any 
sort—and some of the finest display of the 
past ten years has been in the store interior. 
Second, that the merchandise displayed is 
primarily women’s and men’s apparel. Third, 
that the impression is conveyed—unquestion- 
ably without intent—that goed display out- 
side of New York City is practically non- 
existent. Only ten stores in other cities are 


whose 


Louis 
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represented: Gump's, San Francitco, with 
12 illustrations, Frederick & Nelson, Seattle, 
and Adrian, Ltd, Los Angeles, with four 
each; Ransohoff’s, San Francisco, with 
three; Jenny’s, Cincinnati, Neimat-Marcus, 
Dallas, and Godchaux, New Orleans, with 
two each; and Wm. Filene’s Sons Company, 
Boston, Marshall Field & Co., Chi¢ago, and 
D. H. Holmes Company, New Orl¢ans,, with 
one each. 

Undoubtedly this unfortunate third situa- 
tion came about because there are: two dis- 
play photograph services in New York City 
and their files were an easy and convenient 
source of material. As a matter of fact, Ley- 
denfrost makes frequent reference tp the high 
calibre of display all through the country. 
But the feeling persists that mu¢h of the 
good display in other communities should 
have had some representation, and that the 
mark has been missed in the avowed in- 
tention expressed by the author: “In com- 
piling this book, effort has been} made to 
give a good picture of the variety of dis- 
plays in this country.” The ‘statement 
would have been more correct if: “in New 
York City” had been substituted for “in 
this country.” 

This does not, of course, detract from the 
value of the book as an idea source. As 
Gene Moore points out in his foreword: 
“This book should play a large part in de- 
veloping a more skillful application of dis- 
play principles and a more wide-spread 
knowledge of our craft. Its excellent photo- 
graphs will be of great use ta retailers 
both as a source of suggestions and as a 
standard for their own work.” 


"Sparkle-Cloth" 
Makes Bow 
“Sparkle-Cloth” is the name of;a product 


introduced by Louis H. Joseph, 789 Empire | 


avenue, Far Rockaway, L. L, N. Y., and 
described as “the new and brilliant, gleaming 
textile which has been developed for all 
types of displays that demand ¢xtra eye- 
appeal and beauty as well as permanence.” 
The material is said to withstand rough 
treatment without loss of sparkle or finish, 
and is cleaned by soap and water. Either all- 
over sparkle or special designs of sparkle 
can be applied to any type of: heavy or 
light-weight fabrics 

The material comes in 15 different colors 
and is 36 inches wide Samples and a 
swatch-card will be sent on reqtest 
Buck Heads Display 
For Dirksen's 

Formerly display manager for Myers 
Brothers, Springfield, Ili., and more recently 
with Greenfield's, St. Louis, Howard W. 
Buck has joined A. Dirksen & Sons, Spring- 
field, as display and advertising manager 
He replaces John Park, resigned 


Western Trip Planned 
By Clem Kieffer 

Clement Kieffer, display director for The 
Kleinhans Company, Buffalo, will leave 
February 24 for a Western trip. Included 
in his itinerary will be San Francisco, Los 
Angeles, Phoenix, and Tucson He will 
visit stores and displaymen in the cities 
mentioned, as well as spending a week’s 
vacation in Tucson 
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add a New Twist A 
‘Soinalack Festoon Foil 


A non-inflammable silver-backed festoon foil—with a brand 
new design feature! You can twist it into the spiral effect you 
want... pull it...and it locks in position—to add new ver- 
satility and new beauty to every display! Economical —costs 
less than Princess Pine roping. 


Available in seven sparkling colors. . . “Spiralock" Festoon 
Foil is the newest member of the Metal Goods fomily of 
Florist and Paper-Back Foils, Cellophane and other display 
materials. 


Packaged six 10 foot lengths to a shipping carton, 
availabie in 2" and 52" widths. Colors: Fuchsia, 
Gold, Christmas Red, Christmas Green, Royal 
Blue, Silver, Ice Blue. 


Send for price list and complete information. 


WE AL GOODS CORPORATION 


5201 Brown Ave., St. Louis, Mo. 














Colorful adaptable inexpensive. Pastels, 
deeptones and white for every spring and summer 
display purpose; yellow and orchid that are per- 
fect for Easter 


Use alone, or combine with flowers and foliage 
Work in with background panels, screens and 
trellises. Perch atop display cards for three di- 
mensional effectiveness. Featheriight, when sus- 
pended by thread or thin wire, if there is any 
movement of air, the birds flutter realistically 


Individual Birds (approx. 6%" long) 
$3.00 .... per dozen 
Send for sample assortment; nine birds in 


our nine stock colors $2.50 postpaid 
(Enclose remittance with sample orders) 


Box 145... Station D . . . Cincinnati 6, Ohio 














DINGLEMAN 
PRODUCTS 


509 West 56th Street 
New York 19, N. Y. 
Tel.: Cl. 5-5447 


A Division of Feder Industries 


Our processed nets and ninons have 
taken hold — and there is a reason 
— beautiful pastel colored base 
material processed with three har- 
monizing colors... 


The results: 


A dainty, soft Spring and Summer 
appeal. 


Processed 53°' and 107" 


paper showing: 


BAMBOO — FLORAL — STRIPES 


noseam 


| poration, Cleveland, 


| headquarters in the 
} Seventh & Smithfield 
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Joins Cleveland 
Display Firm 

M. L who has United 
States Steel as manager of exhibits and dis 
than a dozen 
DeVorn Displays Cor- 
as vice-president. Pitts- 
designing 
opened as Neison's 
Triangle building at 


Neison, served 


plays for more years, has 


joined forces with 
complete with 
been 


burgh offices, 


services, have 


Neison is well known in the exhibit field 
for the outstanding work he did for the 


corporation, as well as a speaker to many 
brings to DeVorn Dis 


well as 


large groups. He 


plays a wealth of experrence, as 


many friends 


Grand Rapids Store 
Names O'Brien 

rhe Boston Store, Grand Rapids 
Robert O'Brien display 
He was formerly in a similar position with 
Van Den Berg Brothers, of the same city 


has ap 


pointed manager 
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Winners Are Selected 
In Millinery Display Contest 

Joseph J. Hie, display manager of Straw- 
bridge & Clothier, Philadelphia, has been 
named winner of the annual window display 
contest sponsored by the Millinery Fashion 
Bureau, 2 West 46th street, New York City 
19. Second prize, $50, was awarded to 
Diehl, of the Bon Marche, Sacra- 
and George Heidt, Crowley-Milner, 
won third prize of $2. D. L 
Woodward & Lothrop, Washing 
and won $20 


Elmer C 
mento, 

Detroit, 
Herndon, 
ton, plac ed fourth 


Change Of Location 
For Koester School 
C. 


School 


Hittleman, president of The Koester 
organization is 
now located in new quarters at 3710 North 
Chicago 41 The school 
instruction by cor- 


announces that the 
Cicero avenue, 
specializes in display 


respondence 





CTARTED AS FIXTURE BOY WITH THE 
HAGER STORE, LANCASTER, PA., ABOUT 
30 YEARS AGO. LATER JOINED THE 


and many other designs. 





Write for deta'ls or see your local jobber 











A Se nsational NEW NEW - 
Age OF-SALE DISPLAYER 


within the reach of even / 
the smallest merchant 


he NEW NUON SALES DISPLAYER is 
now sweeping the country Thousands of 
depertment stores, super markets, groceries, 
drug stores and many ovher merchants are 
discovering this great new way to increase 
sales The extreme simplicity, low cost 
interchangeable Neon letters, many uses (on 
counters, in windows, hung from ceilings 
etc.) has made the Nuon Sales Dispiayer a 
great boon to thousands of merchants. It's 
the answer to your display problem For 
full information, write 


Seay displays 


MANUFACTURING CO.., Inc. 


Centerville Station Road, Centerville, Ohio 





FOUR YEARS LATER, - 
RESIGNED TO GO WITH MK <4 
KAUFMAN’S, OF THE ) 
SAME CITY, NEXT HE ‘A 
WAS WITH LIPPINCOTT .) 
& CO., WILMINGTON 
AND |5 YRS. LATER line ne 
JOINED BRAUNSTEIN'S 
HAS A SON IN DIS- 
PLAY AND A SON AND 
DAUGHTER IN SCHOOL 
HOBBIES: GOLF & 
MOTORING, IN SEARCH 
OF EARLY AMERICAN 
& PENNSYLVANIA: 
DUTCH ANTIQUES, 





GLOBE, HARRISBURG, PA. 


5) (ERI 


DISPLAY DIRECTOR 
BRAUNSTEIN'S , WILMINGTON, DEL. 
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Committee To Study 
Trade Shows 


A new joint project designed to hélp manu- 
facturers use trade-shows and exhibits ef- 
ficiently and profitably has been announced 
following the first meeting of a jbint-com- 
mittee with representation from the Associa- 
tion of National Advertisers, the Exhibitors 
Advisory Council, and the National Indus- 
trial Advertisegs Association 

A spokesman points out that “while the 
trade-show is perhaps the oldest form of 
selling and advertising, it is also, probably 
the least studied and in many ways the most 
backward medium used today. Trade-shows | 
and exhibits should be used to acquire new 
prospects with dramatic effects envied by all | 
other creative advertising production men. | 
But too often shows are used wastefully 
and for no better reason than that your 
competition has signed up for exhibit floor 


space.” 


Blow Wins Prize 
In Contest 

First prize, a $100 Savings Bond, has been 
awarded to John Blow, The Fair Store, 
Dowagiac, Mich., in a _ national display 
contest sponsored by Reliance Maniifacturing 
Company, Chicago. Blow built his display 
around black, wooden musical ‘staffs on 
which were pastel-colored notes matching 
the Reliance products 


Goldsmith Heads Display 
For Gorton Coy 

Jay Goldsmith is now display: manager 
for the Gorton Coy, Elmira, N. Y: He takes 
over from Nancy Levy, who resigned not 
long ago 


Harry Meschel ae ELECTRICAL TOOL 


Own Display Firm 


Harry H. Meschel has resigned ‘as display MANUFACTURER 


manager for Altschul’s Department Store, 
Norfolk, Va., in order to open hig own dis- 
play service at 821 Spotswood avenue in the | To make point-of-sale dem- 
same city. The service will include han- | onstrations easier for retail 
dling display for several stores, as well as | dealers, The Black & Decker chandiser, shown here, permits 
selling display supplies in Norfolk, Ports~- | we ms 
mouth, Suffolk, Newport News, and other | Manuracturing Company, Tow- customers to “plug-in” any tool 
nearby communities. Meschel is: interested son, Md., installed National for quick inspection. Black & 
re neta gpg ose gage ee Electric “Plug-In” Strip in their Decker states: “The Merchan- 
representation in ws area i 

merchandising display pieces. diser is not only eye catching, 
Manufactured by Grand Haven appealing and definitely an 
Harbor Industries, Grand Haven, attention stopper... but also it 
Mich., the Home-Utility Tool Mer- actually helps fo sell the tool.’’ 


Traveling Motor Coach Displey 
Completed By Rundbaken 

M. Rundbaken, display firm of Hartford, 
Conn., recently completed a traveling motor 


coach display for the Stanley Works, New Versatile and adaptable—‘Plug-In” Strip is a completely- 
Britain, Conn. It consists of a toach with wired, multi-outlet assembly—outlets every 6” or 18’— 


the entire interior transformed into a show- i i s 3 
room display with cases and paneis mounted ideal for island, counter, floor and window displays as well 


all around the sides and floor. Rundbaken nt H ighting. 
also re-designed the exterior of the coach as for special display I & & 
LISTED BY UNDERWRITERS’ LABORATORIES, INC, 


Chicago Display Club | Perhaps “Plug-in” Strip can solve your display problem. 
Hears Al Bliss Write for our free booklet. 


. NATIONAL 
Speaker at the January 16th meeting ot pAOOUC 


the Chicago Display Club was Albert Bliss, | } ee & 3 
Sie Displey. Corporation, Mow ‘York City. = ationa ectric 
Instead of delivering a formal address, Bliss 


devoted the time to a question-and-answer UP <S PagqcooocTs eCVyvarvaeaw»rion 
session : 1355 CHAMBER OF COMMERCE BUILDING + PITTSBURGH 19, PA; 








Nc eRenaenaeh eNO i Soetbsienghin 


leon 50° 





pi a ERE 


Pepe sits, prays, leaps, begs, lies down, or 
takes any desired pose. He is made of 
elegant silver gray steel wool on a sturdy 
wire armature and can easily be moved 
into any position. 


16" (To top of head 
oO a) ea $Q 50 ea. 


F.O.B. Los Angeles 


Displays by Wet: 


2016 -WEST FTTH STREET 
LOS ANGELES, CALIFORNIA 
DU 27576 





|} ments as 


| better-than-average display — 
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Display World Contest 
Ils Acclaimed By Field 


NNOUNCEMENT in the January 
A issue of DISPLAY WORLD’s first 
annual international display contest 
provoked immediate response on the part of 
displaymen and display factors alike, both 
in the United States and foreign countries 
Within two days after publication the first 
entry was received and they have continued 
to pour in with each mail 
Sut even more inspiring to the publishers 
than this quick and hearty response in the 
way of entries are the letters of approval 
received. To quote from one written by 
George W. Westerman, display director of 
Commonwealth Services, Inc. Jackson, 
Mich., and former president of the Interna 
tional Association of Display Men 


“In sponsoring an international display 


| contest, DISPLAY WORLD opens a long- 


closed avenue whereby everyone and any- 


| one may again through individual competi- 


tive effort win recognition both for them- 


| selves as displaymen and for their establish- 


well 
“| believe that many a present-day lumi- 


| nary in the field of display, if honest with 


himself, would readily admit that his rung- 
by-rung climb up the ladder of success was 


| aided greatly by the recognition and public- 


ity attendant to his numerous awards re- 


| ceived in competitive ventures of past years, 


for prominence, progress and ultimate pros- 
perity come to any man who is a consistent 
winner in any kind of competition. 

“Even if you lose, you win in a display 
contest for the displayman has installed a 
otherwise it 
would not have been submitted in competi- 


tion. Consequently, he automatically has 
improved his usual display installation 
technique and in turn his own and his store’s 
standing. 

“DISPLAY WORLD can be justly proud 
for offering the display protession inter- 
nationally this splendid opportunity to help 
themselves gain any deserved recognition 
for their work. 

“The manner in which the whole contest 
program has been set up shows great fore- 
thought and study and I feel confident that 
veterans as well as beginners of the display 
field will welcome the opportunity you offer 
to them 

“Every good wish for the success of your 
fine contest plan and my personal thanks 
for your ready acceptance and your willing 
cooperation in taking on the contest pro- 
posal,” 

And typical of others received is this one 
from Peter Matlock, display manager of 
Peter Young, Inc., men’s and boys’ clothing 
store of Buffalo: 

“The contest which you announced in the 
January issue is exciting to say the least 
We shall try to submit as much as possible. 
For the first few months we will be unable 
to do anything as we are in the process of 
a complete modernization program, hoping 
to be back on our feet by March 15. 

“We shall try to do something tasteful 
for the public and the contest. As this is 
our first attempt in this field with the ex- 
ception of winning a second prize in a 
national shoe window contest, we would 
like to ask the following: Supposing we 
choose Classification No. 26 (men’s shirts) : 


—This is the display by John W. Nugent, Halliburton's, Oklahoma City, which has been owarded 
a gold medal in the DISPLAY WORLD international contest as the best entry received from 


the time the contest was announced until the end of February. 


A similar award will be made 


each mont 
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if the window is predominantly! a shirt 


window is it permissible to color or touch | 


it up with small items such as neckwear 


and handkerchiefs, or will this disqualify | 


the window?” 


(There is no objection at all tb having | 


other material in a window in which one 
type of merchandise predominates. For 
instance, a shirt window could also have 
handkerchiefs, ties, or similar furnishings 
. Ed.) 
And from Adele W. McAllister, display 
manager for S. Kind & Sons, Philadelphia: 
“Enclosed are two photographs of window 


displays for January which I would like to | 


enter in the 1950 contest. In the contest 


write-up you say ‘Keep them coming’, so | 


that is what I will be doing!” 

Manufacturers and suppliers of display 
materials and equipment have expressed 
overwhelming approbation of the contest, as 
well. A letter from one well-known firm 
States: 

“DISPLAY WORLD is to be “ongratu- 
lated on taking this progressive ‘step. It 
will encourage displaymen to do a still 
better job—and that will benefit them and 
their stores alike. We need god, hard- 
selling displays in this year of ;1950 and 
this chance to get international récognition 
will be a stimulus all along the: line. It 
should benefit everyone with any connection 
at all with display. For what helys display 
also helps the displayman and tke display 
manufacturer, all at the same time. We 
shall do our utmost to see that Gur custo- 
mers participate in the contest.” 

E. S. Cox, Wilken & Jones Pty. Ltd., 
Sydney, Australia, reports that entries will 


be numerous from his country and that he | 


is personally encouraging participation by 
displaymen from “Down Under.” 

From Paul E. Burbank, general manager 
of the National Stationers Association, 
Washington, D. C., comes this letter 

“The brochure of January 18th which you 
mailed out about the display cntest in- 
terested me very much, and I am wonder- 
ing if there is any possibility that I might 
have 1,500 of these to mail to our dealer 
membership to create interest in the contest. 

“This association is made up of the lead 
ing office furniture and office equipment 
dealers of the country.” 

As outlined previously, 315 awards will be 
made in this contest-—a gold, silver, and 
bronze medal for the top three displays in 
each of 100 different classifications, plus a 
gold medal each month for the best display 
photograph in any classification entered 
during the 30-day period, plus .three top 
awards consisting of gold, silver and 
bronze plaques which will be awarded the 
individuals compiling the greatest number 
of points in the contest. (Winning a first 
prize means three points for the entrant, 
second prize two points, and third prize one 
point.) 

A gold medal has been awarded John W 
Nugent, Halliburton’s, Oklahoma City, for 
the best display entered during the short 
interval between the announcement of the 
contest and the end of January Future 
monthly awards will cover a full 30-day 
period. 

For those who missed the ‘nitial an- 
nouncement, the rules are regrinted in 
complete detail elsewhere in this issue 
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NATIONAL HANGER presents 
“Silent Salesmen in the Modern Store” 
featuring NEW RUBBER INSERT ARM - 


STURDY METAL 

SKIRT RACK 

with patented base 
A very popular model Skirt Rack. 96 arms, 
all chrome. Sturdy and practical. For 
beauty of design and general utility this 
rack is unexcelled. With 7 x I! card 
holder. Also made with 


slack arms for ladies’ or $950 
men's slacks 


Complete 








NATIONAL HANGER CO., INC. 


263: W. 26EH St. NEW YORK CITY 1 








DISPLAYS 
Tan 


You can create unlimited settings or use this display 
set as separate elevators for windows or interior 
counters. One price buys limitless display! 
3 platforms: 56" x 32"—32" x 18"°—20'/4" x 16"—1'/2" edge 
Natural oak and fumed. 
15 legs: 7-7" legs; 4-15" legs; 4-234" legs. All equipped 
with metal Patented Arrow plates for interchanging. 


Order as FP=-20 ‘459.50 per set F.0.B. Phila., Pa. 
SOLD ONLY THROUGH YOUR FIXTURE DISTRIBUTOR 


Or inquire —-ARROW DECORATING & FIXT 
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LOOKING FOR 
A CAREER 


Build @ career in this well paying, uncrowded 
profession. Learn every phase of window trim- 
ming and interior display Study under out- 
standing factulty. Practice in full length windows 


CURRICULUM 

Cloth, Crepe Paper and Painted Backgrounds 
Drug Windows, Men's Wear, Children's Wear, 
Women's Ready to Wear and Specialties, Smal! 
Wares, Window Design, Mannequin Draping, 
Interior Display, Lighting, Show Card Writing, 
Silk Screen, Papier Mache Fabrication, Prop 
Construction 


FACULTY 

MARC BIELER, Bonwit Teller 
ELWOOD R. SULOFF, Penn State College 
ARTHUR CLICK, Formerly A. S. Beck Shoes 
CHARLES M. LENNOX, Lennox-Pasemore Co 
WILLIAM MeBLAINE, Browning-King Co 
CHARLES A. NUGENT, The Blum Store 
JOUN P. O'NEILL, Chain Store Consultant 
MARGARET LUNDBERG, Academy of Fine Arts 
JOSEPH MAIDA, Phila. School Industrial Art 
WILLIAM B. MURROW, University of Penna 
JAMES FEE, Strawbridge & Clothier 
@ Approved for Veteran Training 
@ Free Piacement Service — over 85% of gradu- 

ates placed in well paying positions. 


“The Nations Center for Display Education” 


NATIONAL 
DISPLAY 
INSTITUTE 


SCHOOL OF 
WINDOW DISPLAY 


Write for Descriptive Booklet 


Use SOUND in Your Windows 
$2.50 each 


we 





For Spring: Singing Bir 
For Easter: < t t 


Automatic Phono Units 
r dis EAR APPEAIT 


FIDELITY RECORDINGS 
Wurlitzer Bldg. Cincinnati 2, Ohio 
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® PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 
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Simple Research Techniques 
Bring Extra Sales 


By HOWARD COWEE,* 
School of Retailing, New York University, New York City 


HE keynote of the 39th National Retail 
"Tos Goods Association convention is 
to “Keep the goods moving.” The pub- 
licity that helped to stimulate your attend- 
ance was built on the warning that it was 
necessary to get back to “shirt-sleeve sell 
ing” 
The inference is that the 
has lost its speed and its volume. 
is that we have drifted away 


sale of goods 
The in- 


ference from 


| the fundamentals of selling. 


The third quarter reports of 1949 lend 
substantial support to those inferences. De 
partment and specialty stores with sales vol- 
ume over one million dollars reported seven 
significant facts in the Controllers Congress 
based on the first nine months of 
The facts reported were 
off by 7 per cent 
transactions 


survey 
operations in 1949 

1. That 

2. That the 
declined 
3. That 
4. That gross margins 
5. That net profits for merchandising op 


minus an average of 56.2 per 


sales were 


number of had 
increase d 


had 


had decreased 


markdowns 


erations were 
cent 
6. That net gain both before and after 
taxes was off approximately 49 per cent 
7. That the average had declined in 
both department and specialty stores 
This report translates a 7 per cent 
of sales into a 56 per cent loss of profit on 


sale 
loss 
*Address, Visual Merchandising Group Meeting 


National Retail Dry Goods Association convention 
New York City 


merchandising operations. A small sales loss 
results in a disproportionately large loss of 
profit. 

Clearly some action that is rot now ef- 
fective—or that is not now being taken—is 
called for if profits are to be maintained or 
not to disappear altogether. 

Action to protect profit may be taken in 
three broad areas: (1) You may act to re- 
the cost of the goods you sell. Buy 
what you can sell. Improve market oper- 
ations. Minimize markdowns. (2) You may 
act to make gross margin deliver a larger 
slice of profit. Cut costs in all cost-phases 
of your operations. Reduce expenses. But 
do not let expense thinking and cost-con- 
sciousness inhibit investment in that 
produce profits. (3) You may act to main- 
tain and to increase The key to pro- 
fit lies in the action taken in no one of these 
areas alone. The key to profit lies in con 
certed action in all of the areas 

We have that a small 
results in a large loss of profits 
that we can not continue to buy or 
pand market operations unless we continue 
to sell. We know that expenses exist. We 
know that expenses persist even if we sell 
nothing. We know that increase 
alarmingly when support 
is taken away. We know, or should know, 
that the best attack on lower average units 
of sales is to increase merchandise turnover. 

Action to imperative. 
Simply stated, we face a problem of selling 


duce 


areas 


sales 


loss of sales 
We know 


to ex- 


seen 


expenses 


sales weakens or 


secure sales is 
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more goods, more frequently, to more 
people. We have a problem of securing ex- 
tra sales. 

The term “extra sales” is taker: to mean 
not only sales adequate to support: costs and 
expenses, but also sales adequate .to return 
an expanding total of profit. Extra sales 
will come largely from an extra. customer 
group or from extra acceptance of merchan- 
dise offerings on the part of the present 
customer group. 

I am to report to you today on how you 
can get extra sales by means of. a simple 
research technique. I can make that report 
in two words—it works. But while the re- 
port that I want to make is that re- 
search does produce extra sales, the re 
port differs in its slant. The slant is im- 
portant because the report is aimed by the 
Visual Merchandising Group directly at the 
policy-making level of the management of 
every retail store large or small The slant 
is important because the report, indeed, is 
aimed directly at you in the hope that if you 
are not a policy making member of your 
organization, you will make the report avail- 
able yourself to that level of management 
In short, there is an insistent implication 
to all that to secure extra sales on a broad 
and enduring program will reqaire some 
effort that is extra to that of your current 
activities 

Ihe slant is important because the report 
is both historical and current. ‘Lhe report 
is old in that it starts in 1946, vet it is new 
in that the final chapters have not yet been 
written nor are they likely ever to exhaust 
the information 

Ihe slant is important because the report 
is analytical. It separates and defines the 
functions of the basic sales promotion media 
and devices that you employ. It narrows the 
field of action. It confines effart to the 
area most likely to produce immediate, en 
during, and profitable results 

The slant is important because the report 
is objective It deals only with facts. It 
does not deal with personal opinion or blind 
prejudice except, perhaps, to focus on the 
fraility of opinion and prejudice as guides 
to business judgment and action 

In brief, this simplified research technique 
produces extra sales by proceeding on ia 
logical basis to separate fact from fancy 
The work started jointly by the Sales 
Promotion Division of NRDGA and the New 
York University School of Retailing in 1946 
The results were reported to this convention 
in January of 1947. That report, you may re- 
call, emphasized that the general objective 
of all sales promotion research was to 
learn how to employ each sales promotion 
medium and device to its best advantage 
so that maximum results could be achieved 
in the coordinated employment of all sales 
promotion tools 
The approach was based on the non 
personal and the personal classification of 
sales promotion media and devices in terms 
of the indirect or the direct manner of 
customer contact. The non-personal, or in- 
direct customer contact media form three 
groups under the heading of publicity 

Publicity—1. Display; 2. Advertising; 3. 
Special Publicity Events 
The personal, or direct customer contact 


[Continued on page 78] 


DISPLAY WORLD 


(A BEAUTIFUL WOODGRAIN PAPER REPRODUCTION OF THE EXACT WOOD) 


APPLY LIKE WALLPAPER 
USE IT NOW AND ALL YEAR 'ROUND 


Excellent atmosphere for both active and spectator Sportswear Displays and 
Interior Shops. Cover backgrounds and display props. 


ROLL SITE LIST PRICE 


51%" Wide x 25”Long %2.50 
514” wide x 278 yds. long 74.15 


if your local display dealer cannot 
supply you, order direct from 














Utility 
Merchandiser 


An open display unit for window or interior 
ledge trim. 


HEAVY WOOD CONSTRUCTION 
FINISHED IN WHITE 

Unit can be used in many different positions. 

24" wide — 10” deep — 48" high 
WRITE FOR PRICE 


Quensell Displays Inc. 
71-23 Austin St., Forest Hills, N. Y. 
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EARLY CHICAGO PROMOTIONS 
COVER MUCH GROUND 


{Continued from page 29] 


rubber, mounted on wood, and banded with 
the color picked up from the background 
he figures were hung at randem through 

the displays by invisible wires 
In the “Sportswear for comfort and free- 
dom of action” display of men’s wear—one 
of a sequence of six—some of the figures 
were utilized for a showing of haberdashery 
In all of the women’s fashions the figure 
“5” provided a seat for one of three manne- 
quins. Interior displays were treated with 
the same thought, marking the beginning of 
the last half of the twentieth century. G 
(. Bowen is manager of the display depart 

ment 

“Pink Apricot” was the subject of one of 
the largest coordinated promotions staged 
on State street in recent years at Marshall 
Field & Co. John Moss, director of design, 
presented the panorama under the title “The 
Time is ripe, the Color is Pink Apricot.” 
The high-fashion color was described by 
Field’s as partly pink and beige, partly sun 
shine and coral, “a ripe, luscious, sun-kissed 
3 shade, blooming now in southern resorts, 
4 . budding ‘neath furs in the north, ready to 
break forth in full bloom in suburban 


s 
Sales-conscious ih Manhattan Mannequins, Inc spring.” Junior-sized fashions in apricot 


ere creators of and all its variations filled 12 windows with 


isplay m 
disp ay anagers @ FASHION FAIR backgrounds of deep apricot, designating the 
TOAST MANHATTAN! MANNEQUINS locale as “Down Mexico way,” “In and 
” b\ @ MULTI-QUINS about Tucson,” “Over in Havana,” “Round 


‘ @ KIDDI-QUINS canines NO Bay Pa aes na RE 
because Manhattan Mannequins @ REGULAR WOMEN’S about Miama,” “At the Haiti Fair,” “Down 


are sales-stimulating. . FIGURES in Jamaica,” and “Everywhere you go by 

They're the sweetest traffic-pullers you @ REGULAR CHILDREN'S the Sea.” The preponderance of one color 

ever saw ... life-like poses, latest coiffures, MANNEQUINS for backgrounds and merchandise was com- 

available in a variety of lines, all economically pensated for by natural palm trees, cacti, 

priced to keep sales costs low. driftwood, white fish netting and sand. In 

That's why stores all over America are pouring one of the large corner windows pink 

orders in for Manhattan Mannequins. apricot was teamed with black in mix-mates 
Next time you order mannequins, for a showing of playtime c: 

make yours Manhattan! : & of playtime casuals. 

“Round about Miami” from the series has 

(“MULTI-FIT” Wigs are available r j a yachting scene painted on the backwall 

on all our models) % with natural tall palms in the foreground, 

growing out of white sand. The copy card 

which names the color was surrounded with 


MANHATTAN MAVAEOUINS xc aa Oe 


119 Prince Street. New York 12.N Y + GRamercy 3.3868 Another display places the locale as 

“ “Everywhere you go by the Sea.” The walls 
are deep apricot, striped with half-round 
natural bamboo. In this grouping of four 
from the series two mannequins are linked 
by fish netting, studded with large pearls, 
the decorative jewels being scattered in the 
white sand and on the feature card. A panel 


For Your Scatter Items | of imported grass cloth paper is hung on the 


backwall where bits of driftwood, cacti, 


Weed Chips, Flokes or Greins Ground Cort Dog Wood Branches manzanita branches, sea shells, and the like 
Rock Crystals Mashed Pebbles Colored Sands are silhouetted to coincide with the various 
Colored Stones Cork Bark White Beach Sand props that establish the locality of the 
Shredded Nylon Palm Fiber Mica Flakes, all colors scenes 

Sno-Glow in all colors Birch Poles Cello Flakes, all colors 
Scatter Grass Birch Branches Mica Cubes 


Write for descriptive literature or further information. 








Plastics Blouse Tree 
If It's Scatter Merchandise, We Have It! Is Introduced 


\ new type of plastic blouse tree that 
WRITE FOR CATALOG holds five blouses and incorporates a rack 
for five belts has been introduced by Per- 


ANKERUM MFG. CO. York City 18. "It is furnished in. jewel 


19TH & ARCH STREETS PHILADELPHIA 3, PA. toned” colors with rust-resistant metal wire 


attachment 
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Donald Bender And Wayne LeBarre, 


Designers, Join Stensgaard 

W. L. Stensgaard & Associates, Chicago. 
announces the enlargement of the firm's 
creative staff in New York City. E. Wayne 
LeBarre will specialize in architectural and 
exhibit designs. For eight years he was a 
designer in the General Motors styling 
section. He served several years in charge 
of technical art and design for the navy, for 
three years as designer for Gardner Dis 
plays, and has had much other experience 
in connection with special projects 

Donald Bender has joined the New York 
art staff to assist with promotion, layout, 
design and art. His broad experience has 
been with department store advertising, in 
dustrial, motion picture and product illustra 
tions, and art. He has to his credit many 
well known illustrations accepted and used 
in national publications and campaigns 

Sig Purwin, who has been over-all art 
director in the Stensgaard organization for 
many years, has been elected vice-president 
of the corporation. This a recognition of 
his outstanding ability as one of America’s 
most creative designers in this highly spec 
ialized field 

W. H. Stensgaard, who entered the busi 
ness several months ago, has been appointed 
manager of the retail division. Son of W. 1 
Stensgaard, he is a graduate of Culver 
Military Academy and Northwestern univer 
sity, B.S. degree. He served as an artillery 
officer in the Pacific. Plans have been made 
to nearly double the retail division volume 
for 1950. Retail store promotions featuring 
Walt Disney's “Cinderella” attraction cre 
ated by the Stensgaard organization were 
used in more than 40 of America’s finest 
stores at Christmas time and will now con 
tinue as Easter promotions with other 
stores and for Christmas in a large number 
of additional stores. Stensgaard reports for 
Christmas 1950 other feature attractions will 


be produced incorporating designs from Walt | 


Disney's new picture now in production, 
“Alice in Wonderland” 

Millard Wells, with the Stensgaard or 
ganization for several years, has been ap 
pointed art director in charge of the retail 
division His responsibilities include the 
supervision of creative design for large | 
seasonal and special display lines created 
by the Stensgaard organization and offered 
by the retail sales organization and the 
comprehensive seasonal catalogue 

James Yuill, formerly of the New York 


City staff of Stensgaard, has resigned to 


establish his own creative design service 


Jerry Carman Joins 
Hecht's, Chicago 


Jerry Carman, formerly of Carman Dis 


plays, Chicago, is now a member of the 


sales organization of Hecht Fixture Com 
pany, 315 West Quincy street, of the same 


city. 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Why Pay for Imitations 
When You Can Get the Best! 
the 


MULTI-FIT WIG 


IS THE FINEST 


NO MEASURING © NO GUESSING e EASY to USE e ECONOMICAL 


Keep ahead of yourself when planning your displays, 
by keeping a new appearance on your mannequins. 
Use a Multi-Fit wig and, presto 
you have a better looking mannequin. 


SATISFACTION UNCONDITIONALLY GUARANTEED 


‘MULTI-FIT WIG COMPANY 


| 35 WEST 36TH STREET NEW YORK 18, N. Y. 
Contact your jobber for ‘ja new 1950 wig style chart. 











FIRST IN SIGNS 


Whether It's Changeable 
Letter, Name Strip or Cork! 
Write today for Acme's FREE folder en- 
titled “Selling thru Suggestion” and the 


latest Acme catalog. There is no obligation 
and no salesman will call. 


MIE 37 EAST 12™ STREET 
Lo NEW YORK 3, N. Y. 


|BULLETIN COMPANY] 



































At Last! 


A new book on 


WINDOW DISPLAY | 


by ROBERT J. LEYDENFROST 
A record of progress 


A profusion of Display ideas 
originated by top flight dis- 
playmen paid for by 
standing merchants. 
“Of great use... asa 


out- 


source 

of suggestions and as a stand- 

ard of comparative perform. 

ance. 

From the foreword by 
GENE MOORE 

208 pages, 233 illustrations. 


Price $10.00 postpaid. 
ARCHITECTURAL BOOK 
PUBLISHING CO., INC. 


112 WEST 46TH STREET 
NEW YORK 19, N. Y. 








Use the Original, Quality 


SLEEVE FORMS 
SHIRT DICKIES 


Also Detachable Ties 


Top quality — mode entirely of virgin 


but at no extra cost 


THERE ARE NONE AS GOOD 


S$. BENDER 


The Originator—Established Over Thirty Years 
215 West 40th St.. New York City 18 


material — 














@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS @ 
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HOW TO SELL MORE 
AT LESS COST 


{Continued from page 49] 


belt line extends the 
shipping platform through 
warehouse distributing points or, as an al 
ternate, direct to the retailer 
the 
door of the retail store and then ends at the 
point-ot-sale. This is the 
belt line which brings 
customer 
Con the 


the consumer's 


the 
manufacturer's 


one side from 


In either case 


it enters zone-of-sales at the receiving 
merchandising 
goods toward the 


other side, the belt line 
leads past 
and then 


also ending at the 


starts at 
the retail 
the 


home, 
er’s show through 
point-ot 

It is moti 


advertising 


vindows, 
front sale 
This 

' 


vated by 


door 
is the promotional belt line 
lo« al 


merchandise 


national and 
s¢ IIs 


people 


which pre certain 


Ings more into the shopping areas 


and into the range of displays. The window 


displays help follow through by bringing 


many of these prospective customers inside 


Then the 


reanized 


the front door of the retail store 


store layout, with its aisles and 


point-of-sale displays bring the 


cus 
Thus 


assortment of 


helps 


tomer fac to face with the goods 


ve have the maximum 
and the max 


othe r, the 


merchandise items on one side 
of customers on the 
makes 
opportunities 
this 
from the 
both 
within the 
other 
receiving 


imum number 


law of averages alone possible the 


largest number of sales 


For the purpose ot 


hack 


directions 


presentation we 
sale in 
but 
walls of the 
helt line 
and the 


Our 


want to work pomt-ot 


two along belt lines 


mhne our 


efforts 


store i i In words. one 


at the platform 


ther at the front door of 
these 
work 
lines tor more 


You, 


tint 


our store 


imaginary belt lines 
like 
production at a 
however, 


iim is to make 
vithin the 
helt 


unit cost 


store factory assembly 


lower 


want more sales 


} 


lower This can be 


ta cost 


accom 


plishe store 


through proper coordination of 


modernization and visual merchandising to 


ave all visual selling influences work to 


gether as a single drive for business, focus 


attention to each pomt-of-sale, and to 


this and 
so-called “act” 
independent merchant, per- 
“it can't be You 


present 


vant to do all ot 


vithin your own 


are an 


laps are Saving done” 


} 


lieve your store would end up to 


the appearance of chain and 
reflect 
You say 
What ts vour act 
rs What 


oft your 


some store 


vould 1 complete change in 
could be disastrous 

Who are 
within the 


most of 


policy 
this 
your custom 
vou done walls 
make the 


created by 


have 


store to oppor 


tunities vour policies and your 


customers 


| realize that each store has its own in 
lividualits 


large degree this in 


reflected to 
ough characteristic visual methods 


ind to a 


s being your cus 


store arrangement These variations in 


fall 


Lean 


methods can be classified in general as 


ng somewhere between two extremes 
the 


Variety 


such as 
Stores 


one extreme are stores 
ti 


e super-market and chain 


in this group depend upon high volume from 
many small item 


sales also on efficient, 


time-saving selling methods, in order to end 


I hese 
make the 


4 satistactory net profit 


have no alternative but to 
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most of every square foot of available space 
and to arrange stocks along the lines of the 
self-serve principle. Otherwise they could 
not be competitive. 

Leaning to the other extreme are the 
stores which normally carry lines of mer- 
chandise calling for more expensive selling 
methods. These methods not only call for 
more attention on the part of sales people, 
but also for setting up highly decorated and 

selling, service and 
Here the fewer 
fair volume of 
sufficient to 
methods 


convenience 

items 
business, 
justily 


spacious 


areas sale of can 


represent a and 
margins are more ex 
pensive selling 

Now, two ex 
tremes you will find the proper blend or pat 
reflected 
through visual merchandising as it applies 


somewhere between these 


tern for your act, which can be 


to your own place of business, But here is 
what is taking place 

Certain chains, which generally lean more 
to the 


of space 


extreme calling tor 
and 
minimum, are desirous 


making the most 


holding sales expense at a 
of finding ways and 
means to loosen up their set 


hey 


store arrange 


ments want more customer conven 


iences more attractive selling 
seen in many department stores, but 


want all of this without 


areas, 
such as 
they sacrificing 
space 

At the 


which 


same time 


} 


certain independent 
the other 


showing a keen interest in the 


stores, have leaned toward 


extreme, are 
pattern pioneered by the chains which pro 
They 


possibly 


making better 
the pattern 


vides for use of space 


approach cautiously, 
testing it in the 


possible to 


basement to start. It is im 


enlarge a basement by adding 


extra floors, so there really is no alternative 
but to take steps to make better use of exist 
the 
additional 


see the trend 


ing desire ts to 


room tor 


space, it create 
You can 
reflected in some of the 
upper floor departments, too. After 
shouldn't better use of 
on upper ft possible? This 
flexible 
create more display space 
The general 
finding a middle 
it possible for 


more 
me rchandise 
being 
all, why 
make 


stores space 


floors action ts 


verified by sales of fixtures which 


trend seems to be 


avenue 


one ot 


which would make 


each store to retain its own 


holding on to 
customer 


individuality, 
sufficient 
attractive 


and 
idea of 


character 


the having con 


veniences and merchandise 
entations 
will 
ratio ot 


With 


customers are 


pres 
yet take advantage of plans which 
aid in 
unit 


speeding up sales at a lower 
cost 

stores the cry 
different”. This may be true 
but this market 
ing methods are constantly changing. We do 
entirely different 


ago 


some has been, “Our 


to a degree remember 
scale to- 
Marketing 
and 
You can 
surprised, 
your 
also buy 


business on an 


day than we did years 
methods 
will 


not 


will continue to change stores 
move with these changes 
buck a trend. You 
conduct a survey 
to find out how 


types of 


may « 


Wm you among cus 
tomers, 


other 


many from 
whose 
“different” 
customers are learning how 
supermarkets and other stream-lined chain 
yperations, and based on sales reports it is 
apparent that they like the 
advantages 


stores customers are 
and 


to buy in 


also considered Yes, more 


more 


must some ot 


will 
to take 


merchants 
and 


I believe that 
tinue to find 


Wise con 


ways means full 
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advantage of the opportunities offered by 
both extremes. 


Here are a few questions, together with 


explanations, which should be answered for | 


each individual store before it is possible to 
set up a well organized store modernization 
and visual merchandising program to speed 
up sales at less expense per transaction. 
They form the basis for making 3 new kind 
of store analysis one that helps bring 
all selling influences together into a coordin 
ated pattern 

1. What is the total value of selling floor 
space in terms of expense? 

Stockrooms and non-selling areas are non 
productive, therefore to get a true value of 
selling floor space the expense of these 
non-selling areas should be figured in as 
overhead When you learn more about 
floor space value in terms of expense you 
may be inclined to want to convert some of 
the non-selling areas into productive selling 
areas 

2. Is it possible through improved store 
layout and equipment rearrangement to 
make room for more display fixtures with 
out creating the appearance of crowding 

More fixtures create more space for more 
merchandise The expense for salesroom 
space occupied, when prorated over all fix 
tures, is held at a minimum per square foot 
of actual display space on these fixtures 

Incidentally, I have found that one of the 
best ways to keep everyone conscious of the 
advantages in connection with store layout 
and fixture re-arrangement is through scale 
models. By maintaing a store planning and 
control room with a scale model of every 
building, every floor, and every piece of 
equipment, and keeping this up-to-date at 
all times, you end up with a most powerful 
aid to discussions concerning space. It may 
be a bit expensive to make the initial scale 
models, but once you have such a set-up and 
find the advantages through use, | am sure 
you will never want to be without it 

3. Is it possible to revamp present fixtures 
or to develop improved fixtures such as 
tables and wall sections which will display 
still more merchandise per square foot of 
floor space occupied 

When individual fixtures are planned to 
let's say, double their capacity for effectively 
stocking and displaying merchandise this 
will have a great effect on increasing the 
payload for the entire store with no increase 
in expense except tor the depreciation on 
fixtures 

4. Where are the teature window and 
interior display positions and what is their 
value in terms of expense? 

Answers to this question wili help when 
allocating display space for promotions and 
further to make sure that the use of space 
for certain displays is justified 
5. Are you making the most of space on 
fixtures with merchandise without present 
ing a crowded appearance 

When stores spread displays of merchan 
dise over more space than necessary and 
when stores display old merchandise which 
is not moving, they are in effect reducing 
the size of the store. They are also taking 
valuable space away from wanted items 
which could have been purchased and sold 

6. Are your displays organized in keeping 
with the way people buy merchandise ? 
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HANSEN 
TACKERS 


4 

Bavancep DRIVE" describes the combination of accuracy, speed and ease of 
operation of Hansen Tackers. It means, too, better displays — faster sign tacking — 
for you. Many uses—here are a few: 
@ Attaching articles direct to display cards. @ Tacking up indoor and outdoor piecards. 
@ Erecting counter and window displays. @ Stringing hordware to display boards. 
@ Securing posters to supporting strings. @ Sealing transparent bags and containers. 
@ Fastening easels to backs of cutouts. @ Making floral blankets, bunting, etc. 
Hansen Tackers and Staplers are made in 36 different models. Staples consist of 
80 sizes, widths and lemgths. Choose Hansen for better display and sign tacking. 


visas AL. HANSEN MFG. CO. 


5041 RAVENSWOOD AvE CHICAGO 40 ILI 





CRESCENT DISPLAY BLANKS 


e Light Colors with Clay Coated Surface 
@ Three Colors with Melton Finish Surface 





For Department Store Cards and Special 
Promotions. Use your favorite medium, 


pen, brush, or printing. 
Sold by leading distributors everywhere 


CHICAGO CARDBOARD COMPANY 


666 WASHINGTON Biv CHICAGO 6. Hitnois 














BIG FLOWERS 
for LITTLE 


ron 

P-103 Rose Bor 

60" «x 24" Pink 
Yellow, Red 


Factory 


Want giant flowers and sprays of fine 
cost? Philip 
Scheier has them, designed by J. Hartwig 
and made by this firm with 35 years’ ex- 
perience 


workmanship . « ot low 


Immediate shipment. We manv- 


facture a complete line of artificial 


Write today! 


Philipa Bilin 


5608 Church Ave., Brooklyn 3, N.Y. 


flowers. 











GENUINE 
GRASS 
CLOTH 


Your Favorite Display Material 


AVAILABLE AGAIN! 
Attention Display Men! 


Your favorite display ma- 
terial . . . Genuine Grass 
Cloth . is back once 
more, and Lloyd's has all 
you need! Grass Cloth 
is preferred by leading 
stores for making back- 
drops in show windows 
and display rooms... be- 
cause it adds that “extra 
touch.” 


Write for Samples and 
Prices Today! 


W. H. S. Lloyd CO. INC. 


48 W. 48TH ST., NEW YORK 
CHICAGO e BOSTON 
BEVERLY HILLS, CAL. @ NEWARK 
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People buy merchandise by color 


size 


style, purpose, price or some other reason 


therefore, why not let the way people buy 


as a guide for arranging 
and 


merchandise serve 


the merchandise for easy selection 
comparison 


7. Is 
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different grouping of items at 


presented at the 


eacl 
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the largest unit sale items in 


merchandise line 
volume 
they de 


bringing 


sellers, 
trath« Therefore, 
attention tor 
of the 


The best 
build the 
serve 


regardless of 
most 
special 
into the 
chandise 
Past 
and 9) ts an 


more 


peopl range adjoining mer 
displays 

experience (as covered above & 
important consideration when 
planning ahead but more important is the 
into the future. This 


next question: 


projection brings us 
up to the 

10. Are sales plans being developed con 
individual item 
sell, therefore 
past experience and trends they should have 
idea as to what 
their departments 
bulk of 


period 


sidering sales projections 


Buyers buy to considering 


a reasonable lines of mer 


chandise within will be 


responsible for the store business 
during 


also be in 


selling Thev should 


position to 


each 
give a reasonable 
what specific items 


bulk of the 


Such information co 


estimate as to will be 


responsible for the business in 
each merchandise line 
ordinated from many buyers will help when 
what to 
placing emphasis on the winners 
promotional 
and its 


organizing a plan to tell promote 
and when 

Il. Does the 
effort start with the 


presentation within the 


basis of all 
merchandise 
itselt ? 
items themselves are the 
Your 


finat chances for profit depend upon the sales 


store 
The merchandise 
primary considerations im selling 
items and the 
presented to customers All 


appeal of these manner im 


which they are 
of contribu 
should be properly 


items having the responsibility 


ting to store volume 


presented at the point-of-sale regardless of 


Extra attention, how 
given to those 
first at the 
and second at high-spot locations and 
making the most of opportum 
At this point, 


terms ot mer 


promotional plans 
should be 


serving 


ever items de- 


promotion pomnt-ot 
sale 
in windows 
ties within space limitations 
itself in 


the store ¢ xpresses 
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chandising and promotion it takes full 
advantage of traffic opportunities as well as 
the space you are already paying for in 
terms of rent and other expense. 

this, advertising is 
reach more people in their 
walks of life, pre-selling certain 
items and bringing plus traffic into the range 
of the itself and its selling displays 
Advertising limited 

it must be purchased wisely and merchan- 


Beyond promotional 
necessary to 


every-day 


store 
space, however, 1s 
dised wisely as it can not begin to cover all 
items which will be responsible for the total 
store volume 
12. How are your sales people presenting 
the sales story 
A check of 
veal that many sales people are not selling 
suggesting taking 
orders, The contributed to this 
situation, but 
When arranged for 
selling people 
more inclined to let the displays do all the 


work a | he 


well organized displays with good salesman 


sales conversations will re 


and They are merely 


War years 


now we face another danger 


stores are simplified 


certain sales may be even 


ideal situation is to combine 
ship 

other 
answered in 


There are perhaps a number of 


questions which could be 
making such a store analysis, but I believe 
those just reviewed cover the general idea 
Perhaps a few of saying that 
this program sounds would 
like proof in the form of facts and figures. 
I am sure 
histories to prove the soundness of various 
this program. I will cite only 
one, the case of a certain store located in a 
town of 55,000 population. (This town, in- 
cidentally, has been written up as a typical, 
American shopping community.) 
early in 1947 this store had 
modern fixtures which could be adjusted to 
fit merchandise requirements by displaying 
the maximum amount of merchandise in a 
minimum space without crowding. But for 
some reason or another, the store employees 
did not make the most of what they had 
(This many other 
stores 
This 


major sales divisions 


you are 
good but you 


many of you could cite case 


phases of 


average 


Since has 


same condition exists in 
today.) 
store’s business comes from. three 
Sales in two of these 
divisions were satisfactory, but it was be- 
lieved that there was considerable room for 
improvement in the third division gen- 
eral lines of merchandise 

During the early part of 1948 a study was 
conducted in the general merchandise di- 
vision of this store along the lines prescribed 
in this presentation. Based on the findings 
the following action taken to correct 


conditions and pave the way for the future 


was 


re-arranged so as to 
salesroom Adjust- 
on fixtures to create still 
more display area. As a result, the display 
was increased by 70.4 per cent without in- 


1. Fixtures 
make the 
ments were made 


were 


most ot space 


creasing 

2. Merchandise was more 
doubled in dollar Merchanilise 
then arranged on fixtures to make the most 
of space All items offered for were 
exposed and priced, with emphasis on the 
timely suitable for pro- 
motion 

The preliminary study brought out un- 
balanced relationship between and 
It was found that 89 per cent of the 


store expense 
than 
was 


inventory 
value 


sale 


most merchandise 


sales 


space 
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business was done in 56 per cent of the 
space, while the other 11 per cent of the 
business was taking up 44 per cent of the 
space. This space situation was brought in 
closer relationship to sales considering the 
needs of each item 

3. Promotional displays were set up in 
all available spaces for this purpose and a 
forceful newspaper campaign was planned 
and scheduled to be run at least 30 days 
It was felt that at the end of 30 days action 
should be started to bring the advertising 
cost in proper relationship to sales by the 
end of the year 

4. Meetings were held to bring all em 
ployees up-to-date on what was taking 
place and to show them how their daily 
activities fit into the program through 
more aggressive salesmanship aad through 
keeping the store up-to-date frora that time 
on. 

The re-merchandised store scheduled its 
new advertising campaign to run through 
out the month of May, 1948, with only eight 
months left for the store to show sales im 
provement. (Sales for the first four months 
of 1948 ran about the same as 1947). During 
this eight-month selling period the store 
manager received a new experience, and as 
a result he took action daily profiting from 
this experience. Sales at the end of the 
year caused him to go after 1949 sales with 
even more enthusiasm following the same 
general pattern as outlined here, but doing a 
better job in making the program work 

Here is the three-year sales picture on a 
square foot basis covering this division of 
his buiness for comparison 

Sales per square foot of selling area: 1947 
$26.00, 1948, $83.00, 1949, $149.90 

The sales improvement in this one general 
merchandise division had its beneficial effect 
on the overall business, as is evidenced by 
the decrease in per cent of expense to sales, 
shown as follows: 1947, 33 per cent, 1948, 28 
per cent, 1949, 22 per cent 

I know that this case is a bit unusual, but 
it proves that there is real opportunity 
ahead for those who make the most of what 
they have, through coordinated moderniza 
tion and visual merchandising and 
through teamwork planning with promotion 


Interior Display Head 
Named By Gimbels 

Richard Terhune has been appointed head 
of interior display at Gimbels|) New York 
City, under Luke Maletich, Gimbels’ dis 
play director, Joseph L. Eckhouse, executive 
head of the store announced on January 16 
Terhune’s background includes 15 years with 
Best & Co. as display manager, two years 
at B. Altman & Co., in charge of the Fifth 
avenue windows, and five years at Me 
Creery's as fashion stylist. In addition, he 
was in charge of the World of Fashion 
building at the New York World's Fair 


Earl Barnett Joins 
Kling Studios 


The display division of Kling Studios, 
Inc., Chicago announces the addition of Earl 
Barnett to its rapidly expanding design staff. 
Until recently art director of W. L. Stens- 
gaard & Associates, Barnett brings to Kling 
a wealth of valuable experience gained 
during his many years in the display field 
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DOZENS OF CRYSTAL SHAP 
OFFERING UNLIMITED 
DISPLAY POSSIBILITIES! 


What else offers the brilliant display 
variety that glass gives you? Infinite 
novel effects can be created in your 
presentations by using these crystal 
shapes made by skilled Dunbar crafts- 
men. 


Why not keep a supply of sparkling 
Dunbar. crystal shapes always on hand 
for constant or intermittent use? Each 
one suggests a novel and original use for 
showing a wide variety of merchandise 
in a vivid, attention-provoking manner. 


Custom molded glass parts made to 
your specifications in moderate pro 
duction quantities, Ask about Dun 
bar's private mold service 


Write today for Dunbar’s free brochure 33 and 
price list on Display Glassware. Prepared es- 
pecially for the display industry. 


DUNBAR: WEST VIRGINIA 
NEW YORK CHICAGO CLEVELAND LOS ANGELES 











TH E “S/GNPRESS” SHOW CARD and 
POSTER MACHINE 
FEATURING: SPEED .. . SIMPLICITY . . . LOW OPERATING COST 
... LONG LIFE 


Used for over fifteen years by leading national chains. Many have from 50 to 500 or more in use. 


MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
— 
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SHIRTS 


Smwety Seed 

















DISPLAY EQUIPMENT CO. 


BOX B-144 ADRIAN, MICH. 














DIP IT! 
CAST IT! 
DRAPE IT! 

SHAPE IT! 
SILK SCREEN IT! 
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Colloid Treated Fabric 
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WALTERS DISPLAY, INC. 


1649 Third Ave New York City 28 
TRafalgar 6-0418 


National Distributors @ Display industries 
U. S. A. - CANADA 
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DRAMATIC LIGHTING 
AT BONWIT TELLER 


(Continued from page 27) 


It is very seldom that he will use white 
light on merchandise. He feels it gives too 
hard a tone, therefore he prefers to use blue 
on white merchandise since it makes the 
white appear whiter. Further, he uses green 
on green, or green and blue light on green 
merchandise. As for red, he finds it easy to 
ring out the full color and make it vibrant 
In lighting a bluish red, either a bright or 
medium shade of it, he chooses bright pink 
and blue lighting. For an orange red, he 
heightens the color with an orange light, 
making it almost electric 


Navy blue is the hardest of the colors to 
light properly, according to Mr. Moore, and 
he finds that no one filter does the job \t 
times the blue will take on a brownish tinge 


in quality 


under a certain lighting, at others it turns 
purple. He thinks it may be a variation of 
the pigments used in dyeing particular lots 
ot material these differ 
ences He a combination of 
daylight tones 


dominating in lighting such merchandise 


which makes for 
generally uses 


with clear, medium blue pre 


Mr. Moore frequently uses a large ovet 
head with a thousand-watt bulb in a medium 
blue turned directly on the merchandise. He 
finds this light will blend all other lights 
he uses in the setting. Placed high above 


the set, the powerful light washes out in 


color to a good clear light as it strikes the 
merchandise and tends to weaken all other 
colors, softening the tones 


dramatic effect is achieved 


An especialls 
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on occasion through the use of only the 
baby spots at the side. 

Each new display design is a new lighting 
problem. In the instance of a group of 
extremely dramatic displays Mr. Moore de- 
signed for Bonwit Teller’s a short time ago, 
window was specially lighted. The 
of those displays were a group of 
highly decorative and intensely artistic 
masks. Each window was set to create an 
atmosphere in keeping with the character 
of the mask highlighted in it. A_ lone 
mannequin was set at the back of the win 
black curtain which 
though just stepping 
Each mannequin 


each 
feature 


dow area against a 
holding as 
through into the window. 
wore a costume of lounging attire typically 
ippropriate to the character portrayed. Arms 


she was 


had been designed ¢ spec ially tor the manne 
could be twisted into 
them to hold back the 
mannequins 


quins, arms which 
positions to enable 
curtains The faces for the 
vere the featured masks, and the lightings 
handled to point up the individual 
characteristics. In one window featuring a 
mask, a light was 


used to bring out the tone of the face 


were 


Javanese straw-colored 


For another set having much gold, with 


the mannequin wearing a gold headdress, a 


light orange was turned onto the headdress 


to bring out its richness For these win- 
merchandise was lighted very 


lights overhead. In 


dows the 

from two blue 
windows of the series a pink spot was 
small back 
a spill of bright pink light 
to that area and create a heightened dra 
rhe pink spot was not turned 
curtains so 


simply 
some 
turned onto a section of the 


curtain to give 


matic effect 
to identical locations on the 


lighted, but each one at a different center 


—Garrison-Wagner Company salesmen in the St. Louis showroom of the firm during the spring 


sales meeting. 


Millan, Al Wingrove, Henry Raubach, and Tom Hughes. . 


Joe Mercurio, Bill Coslow, Frank Harrison, 
Vierheller 


Ernie Carlson, Henry Lambach, Irv Vierheller, Jr.. and Les Wipperman. 


Left to right, front row: Willie Kickirillo, Harry Benge, Ted Stokes, Jay Mc- 


. » Back row, Joe Ryan, Elmer Fink, 
T. Vierheller (president of the firm), Flint 
Three of 


the firm's 20 salesmen were not present; these were Gorge Krotz and Erwin Hiffrnan, West 


coast representatives, and Roy Truly, a newcomer to the staff who covers Virginia and North 


and South Carolino— 
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Overall the spot of pink gave a feeling that 
the curtain hung from high, high up above 
the window opening 

Another interesting lighting story at Bon 
wit Teller’s concerns a set with a minimum 
of property. Actually the props were feathery 
tacked along the 
manne 


greens of fern character 
front of the window opening. The 
quins, dressed in special gowns created by 
a featured designer, were set well back 
against the wall. Mr. Moore had removed 
the mannequins from their pedestals to per 
mit better manipulation of position and 
balance against the wall The rest of the 
story was lighting. Strong lights were 
thrown full against the mannequins, casting 
deep shadows along the wall behind them 
The added depth implied in the window by 
having the mannequins set so deep into the 
lighting effective even in the 
keeping the illusion and 


made 
thus 


area 
daytime, 
shadows in place at all hours 
to that story there should be a footnote to 
of the gowns pro 
pleased with the 


As an aside 
say that the designer 
moted was immensely 
drama of the settings 

Mr. Moore 
light. With his interest in photography, he 
came to realize how readily important light 


feels it is fun to play witl 


ing was to the finished display production 


A good display can be ruined by improper 
1 


lighting; a weak display made good by 


effective lighting 


In arranging displays, Mr. Moore preters 


to shift the position of mannequins for the 


best lighting means a 


angle even if i 
sacrifice of some detail in overall design 


He approaches each display with a fres} 


viewpoint, sizing it up from all angles tor 
proper lighting just as he would do in ar 


ranging a subject tor photographing The 


results are masterpieces of display drama 


NEW YORK WINDOWS 
ARE COLORFUL 


[Continued from page 41) 


Lord & Taylor's, when 
featured with the 


lemon and the 


four windows at 
name designers were 
orange, the grapefruit, the 
lime, referred to as “this sharp-pastel look 
is the news of resort collections.’ 


The luxuriant edible fruit 
used by Henry Callahan also meade a strong 
appeal to the onlooker, heaped as they were 
fronds and blos 


quantities ot 


on great trays with fern 
soms of tropical flowers. Background screens 
painted in the Rousseau manner accentuated 
the tropical atmosphere, the jungle-like 
leaves showing the growing fruit. The floor 
was covered with dark green burlap Cone 
credits: “Fruits 
Furmiture 


Rous 


of the window cards gave 
from the Great Atlantic & Pacific; 
from our Galleries on the 8th Floor 
Fward Cort; the stockings 


Roman Stripe.” 


seau’ screens by 
are Rose-Garland by 
sunshine in the 


Display Di 


Color was like golden 
Franklin Simon window 
rector Winston Jones presented resort wear 


background height 


when 


Before a pale yellow 


amber construction ot 


ened by lights, a 
natural wooden poles suggested an inviting 
little summer house with a miniature bal 
cony 

painted in bright 


4 suspended shutter 
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. +. and at budget prices. 


STYLE 1301! 


in any color desired. 


457 W. BROADWAY 





WHY GAMBLE? 


Use the best. We have been making wigs for many years and 
have the experience and knowhow to give you the best in quality 


Replace your old fashioned wigs now with crisp new Vari-Shape 


Wigs. Help your mannequins sell for you. 


BRUNO'S 


ai-Shape 


MANNEQUIN WIGS 


f 


=> 


ipa a 
©) - - 


STYLE 1302 


NO MEASURING NECESSARY 


A special rubber base makes these wigs fit snugly and securely 
on the skull without need of you sending in measurements. Comes 


Ask for our NEW Style Chart 


Write for descriptive literature or further information 


HERZBERG-ROBBINS, INC. 


NEW YORK CITY 12 


SPECIALISTS IN MANNEQUIN WIGS AND REPAIRS 








suggested a window in the little 
with an arrangement of wax fruits 
and butterflies in a basket on the 


\ second basket was partially 


yellow 
house, 
wicker 
window sill 
with its fruit spilling onto the 
steps of the balcony. The 


with beach sand and natural ferns and root 


overturned, 
floor was covered 


formations completed the decor 


rhe abstract mannequins who dotted 


leisurely scene were painted a suntan color 
and becomingly wore brilliant 


vellows and reds combined with black. Two 


clothes in 


windows of the group of four were similiarly 
with the 
while the 


executed, merchandise shown for 


southern wear, remaining two 


iollowed an identical plan but with natural 
cedar poles and snow replacing the dowels 


and sand of the cruise windows 








NETTING, MALINES, MESHES 
of Cotton, Rayon, Silk and Metallics 
for the DISPLAY TRADE 


New patterns for Spring and Summer featuring 
Pompomnette, Metallino, and Rayon fish-net 


GRAND NOVELTY ASSOCIATES 


3! E. 27th St New York 16, N.Y 








MANNEQUIN WIGS! REPAIRS! 


Horse-hoir and novelty wigs mede te 
order Old wigs made 
over to look ke new Fast 
Try ws 


ESTELLE BOBIC K 


964 21ST STREET SAN PEORO. CALIF 


lowest prices 


service 
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6, yeRES HOW! 
ahs S TIMELY TIPS 
7. FOR DISPLAYMEN 


QUESTION?? 


1F it's an Easter, Bridal or Christmas 
window? 


HERE'S HOW!... 


Create an emotional surge. Fix up 
warm true-to-life Church window Use 
No. 506 Lithophane in rich hues of ambers, 
reds, purple, green, and black leading 
Mount on glass, plastic, or even staple 
to cut-outs! At your dealer, or order 
direct 


FAMOUS BELGIAN LITHOPHANIE NOW 
AVAILABLE AT ALERT DEALERS EVERY- 
WHERE, or write for FREE CATALOG to 


GARRISON-WAGNER CO 

2018 Washington Ave., St. Louis, Mo 
ADLER-JONES CO 

521 8. Wabash Ave., Chicago, I 
CAPPY & CO 

$23 Bi'vd Of The Allies, Pittsburgh, Pa 
SHUR NUFF, INC 

24 S. 6th St., Minneapolis, Minn 
OR WRITE DIRECT — FOR FREE CATA 


LOG, SAMPLES AND ANSWERS TO ALL 
YOUR DISPLAY PROBLEMS 


ISINGLASS VALANCE CO. 
5206 Tilden Ave.. Brooklyn 3,N.Y. 














DEAR MR. DISPLAY 
JOBBER:— 


FOR SPRING 

AND SUMMER 
(and all year ‘round) 
CAPCO 


LAWNCLOTH 
IS A 


"NATURAL" 


For swatches of this 
and other Capco 
creations and job- 
bers set-up, 





CAPITAL 


Merchandising Company 


365 Thatford Avenue 
Brooklyn 12, N. Y. 


Manufacturers of 
Display Papers and Cloths! 
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RESEARCH TECHNIQUES 
BRING MORE SALES 
[Continued from page 69) 

media form two groups under the heading 
ot sales services 

Sales Service—4 
Sales Services 

To study all of the media and devices 
effected by this separation is the Herculean 
Our effort 
has been to narrow the field of action and 
to focus on the one medium or device most 
likely to produce immediate, enduring, and 
profitable results 


Personal Selling; 5 


job of sales promotion research. 


Display, or visual mer- 
chandising, is that field. It meets every 
test. It qualifies on every count. We have 
stressed the fact that we need to sell more 
That this is a job 
for the five media listed here is unques- 
tioned. That this is a job best performed 
by the judicious coordination of all of these 
media is not debated. But if we analyze 
each of these media we shall find that dis- 
play usually ranks as the medium of pri- 
mary importance 

Let's apply the first test by asking, “Under 
what conditions can the medium be employed 


goods to more people 


to sell more goods to more people?” This 
test immediately eliminates the personal, 
direct customer contact media because, 
obviously, sales service and personal selling 
generally require customer traffic—or people 
inside the store before they can operate. 
[his focuses attention on the three publicity 
media that are designed to create store 
traffic 
ces 
Now to apply the 
publicity 


the basic requirement for sales serv- 


second test to the 
ask, “How generally 
and frequently available is the particular 
publicity medium to each merchandise item, 
classification, and department?” On_ this 
basis, by its very title, we must eliminate 


media, we 


special publicity events because these de 
vices are not universal in their adaptation 
or their application to all departments and 
all merchandise. They are specialized de 
vices employed for specialized purposes 
Despite its stellar role and its boarding- 
house-reach for the biggest slice of the pub- 
licity dollar pie, advertising must take a 
functional role when tested on 
how generally and frequently it is available 
to each merchandise item, classification and 


secondary 


department in a_ store On this basis ad- 
stock of goods 
about as adequately as a pretty girl is 
protected against sunburn and other natural 
hazards by a Bikini bathing costume Un 


vertising covers the basic 


questionably, certain characteristics are re 
vealed by both. Both attract attention. Both 
have been known to create traffic But as 
devices, both are admittedly limited in their 
general use by all people or by all depart 
ments, and by all merchandise 

Therefore, display remains as the basic 
ind the indispensable publicity and sales 
medium for most stores. Too frequently, I 
fear, the well-formed and strikingly-cos 
tumed display of the features of other pub- 
licity media have diverted and distracted 
the attention of retailers to the point where 
they overlook, if not neglect, display—the 
one publicity and sales medium which re- 
tailers themselves own and operate; the one 
publicity and sales medium that depends 
less for its effectiveness: on other publicity 


media; the one publicity and sales medium 
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that is relied upon most by other publicity 
media for their own support; the one pub- 
licity and sales medium that is generally 
and frequently available to each merchan- 
dise item, classification, and department; 
the one publicity and sales medium that 
reaches into every corner, case, aisle and 
floor of the store; the one publicity and 
sales medium that consistently and con- 
stantly talks to customers about merchandise 
at the point-of-sale; the one publicity and 
sales medium that talks to customers both 
outside the store in windows and inside the 
store in departmental displays; the one 
publicity and sales medium that offers extra 
sales to every item, every classification, and 
every department in the store. 

These are a few of the many reasons that 
sent us coursing off in our 1946 search for 
information on the basis of basic visual 
merchandising. Accordingly, in 1947 we 
were able to report fundamental facts for 
interior display: 

1. That a simple method had been de- 
veloped to analyze the performance of 
interior displays. 

2, That this method was free from the 
bias of personal opinion because it was 
based on the observations of defined 
behavior characteristics of traffic ex 
posed to the displays 
That different techniques of displaying 
identical merchandise evoked measur- 
ably different and better consumer 
* response 
That informative sign cards were a 
simple, direct, inexpensive and effective 
measure of securing extra sales. 

This work was summarized in’ a Sales 
Promotion Division booklet under the title, 
“How to Evaluate Display”. Inasmuch as 
the booklet adequately describes how such 
research can be established and conducted 
we need not dwell on it here 

In 1948 the National Association of Dis 
play Industries granted research funds to 
the New York University School of Retail- 
ing to undertake pioneering research work 
in window and interior display. The re- 
sults of this work were reported in your 
January convention last year You may 
recall that the NADI studies centered 
on an analysis of the circulation and the 
readership of window display and that they 
embarked on an display 
techniques in store windows and broadened 
the base of interior display research. This 
pilot study was devoted to the perfection of 
methods and to the investigation of as many 
areas as possible for future research. The 
methods and the findings of the pilot study 
have been published by the National Asso 
ciation of Display Industries as Report No 
1 of the “Visual Merchandising Research 


series 


exploration of 


Briefly, this report show (1) that the cir 
culation and the readership of window dis 
play lend themselves to careful measure- 
ment. (2) That the readership of window 
display compares very favorably with that 
of other pulicity media commonly employed 
by retailers. (3) That readership of window 
display can be increased by improving the 
technique of handling the display. (4) That 
the exclusive presentation of merchandise in 
window display brought 59 percent of the 
total sales response to the merchandise dis- 
played. (5) That the principles that make 
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interior displays effective in one city are the 
principles that make interor dsplays effec- 
tive in other cities regardless of the size, 
type, or location of the store 

Under the continued sponsorship of the 
National Association of Display Industries 
and the New York University School of 
Retailing, the research was expanded in 1949 
to give nation-wide coverage by studying 
the window displays of one store in the 
reserve city of each Federal Reserve Dis- 
trict. This work is still incompiete by one 
field study. The mass of information still 
requires further processing and analysis 
The complete findings will be presented in 
June of this year during the NADI display 
market week. At that time the published 
report will be available. 

I have tried to demonstrate two of the 
three reasons why the slant of this review 
is important—first, by narrowing the an- 
alysis of publicity and sales services to 
focus attention on display and, second, by 
citing briefly the recent history of display 
research. Now we arrive at the bottom 
line. Are the results of this effert objective 
and reliable? Do they pay off in terms of 
extra sales? 

It is a little difficult to be objective about 
something that has challenged one’s imagi- 
nation and demanded one’s attention and 
energy for four years. However, the results 
that I have cited and the statements that 
are now to be made are as objective and 
as careful as advance definition, field test- 
ing, and close observation can make them. 
Within that framework, the results are as 
reliable as the actual physical behavior of 
ver two million people observed and _ re 
corded at the time and at the place where 
the action occured 

Extra sales depend on getting extra people 
into your store. We have observed window 
displays that have had the opportunity to 
circulate their merchandise messages to 
millions of sidewalk pedestrians—to people 
that are characteristic in their behavior of 
a market that totals over 17 million popula- 
tion. We have found good window display 
and we have found bad window display. 
We have found window displays that fail 
to capitalize on the circulation exposed to 
them. From Minneapolis to Atlanta we 
have watched people exposed to window 
displays. From Boston to San Francisco 
we have watched the people look at window 
displays and then enter the stores. We 
have talked with people that had looked at 
window displays and who said that window 
displays had caused them to enter the store 
We have received sales reports, compiled 
by the stores themselves, that show—not 
invariably to be sure—that the merchandise 
displayed in the windows frequently enjoys 
extra sales. By observing the reactions of 
the people exposed to window displays, re- 
search is teaching us how to get extra 
people to look at window display and extra 
people to enter the store Therefore, we 
learn from research how to get more people 
interested in more merchandise 

Extra sales depend on selling more mer- 
chandise to the people inside your store. li 
your departmental displays can get more 
people to look, or more people to stop, or 
more people to examine the merchandise 
vou have for sale, more sales should result 
In fact, more sales do result 


DISPLAY WORLD 











<> 127 READE STREET Ue 


NEW YORK 13,N, Y. 


A House Well Known for... 
FITTINGS for MANNEQUINS 


A complete line of shoulders and arms plates, wrists, body 


locks, stands, flanges, swivels ete., ete. 


See the latest pressure fittings for hands made to correct 


the loosening of this member. 


Send for price list and samples 

















A Displayman's Dream 


GLIDER D-U-A-L 
S aes 


STEAM IRON 


Expressly designed for Men's, 
Ladies’ ready-to-wear stores. Re- 
moves wrinkles in garments with- 
out removing from hanger or 
mannequin. Portable . . . con- 
venient . . . economical. 


Order early for a better 
display for the Easter 
parade. 


Price Complete 


$5§g>° 


WEIGHT 2 LBS. 
* 


Illustrated Literature Sent on Request 
MODERN PRODUCTS MF6. CO. 
410 N. Patterson St., Madison, Wis. 


Sold Through Display Equipment 
Companies in Principal Cities 

















RUBBER HANDS 


AT A BARGAIN PRICE 


Guaranteed non-breakable hands with 
stainless steel fittings ...male or female 

. any quantity. Immediate delivery. 
Per pair... $3.00 f.o.b. New York City 
cash with order 


DIS PLAYMASTERS x 
114 Worth St. | New York City 13 
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Here is 
the point-of-sale 
only place 


research pays off—right at 
that point defined as the 
of distribu- 


where 


scheme 


and the money and 


in the whole 


tion where the customer 
the merchandise really get acquainted on a 
business. 
point that the 

that the 


this 


basis to do 
this 
reports 


business 
It is at 
Congress 


Controllers 
average sale 1s 
that 
decline in the average sale 
of merchandise turnover 


declining It is at point you 
should meet the 
faster rate 


this point 


with a 
It is at 
sarily 


where you do not neces 


need more people, but where you do 


need more of the people who are there to 
lookers, stoppers, examiners, and 
merchandise It is at this 
really improve your 
stoppe r, examiner, 

In short, we have 
research can help you sell 


become 
buyers of the 
research can 
looker, 
and buyer classifications 
that 
goods 


point that 
average in the 


facts show 


For the last two years in St. Louis, 
Professor James Firth, of Washington uni 
versity’s retailing department, and Howard 
sacker, Stix, Baer & 


display director of 
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Fuller, have worked with the visual mer- 
chandising research series. We asked that 
they revise existing displays of best selling 
merchandise so they would incorporate 
principles developed from previous research 
and to test the results. We made the same 
request of Louis Banks. visual merchandis- 
White House in San 
results of these tests were 


ing director of the 
Francisco. The 
positive 

In fact one of the original displays that 
tested got more traffic, yet sold less 
than did the revised display. 
The answer to extra in our 
St. Louis and San 
in more people, nor does it lie alone 
The answer to 


was 
merchandise 
sales, we find 
Francisco tests, lies not 
alone 
in merely having a display 
extra sales lies in having a display built on 
tested principles that will reach out, for 
example, to less people and yet attract more 
lookers and more examiners and contribute 
73 per cent of the sales while the ordinary 
display contributes only 27 per cent of the 
sales 

used in these 


The research techniques 


—This picture was token at the party given by store executives of Lord & Taylor, New York 


City, for Miss Dorothy Shaver on her fourth anniversary as president of the firm. 
executives presented her with the golden “Oscar”, 
"The Academy of Arts, Crafts, Props, Grand Illusion and 


bearing the following inscription: 


The display 
especially made by Mary Brosnan, and 


Supreme Fabrication, awards their Oscar of 1950 to Miss Dorothy Shaver for her outstanding 


sponsorship and support (frequently financial) to this branch of the Industry.” 


Henry Callahan, 


window display director, stands at Miss Shover's right— 
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studies are available to you in the published 
reports. Use the reports ii you wish to 
avoid the large loss of profit that even a 
small loss of sales produces. Use the re- 
ports if you want each department to strike 
out every day for extra sales at the point- 
of-sale, rather than merely to witness the 
occasional splashes of a few departments 
than can afford to employ other publicity 
media. Use the reports to help you get extra 
sales. But remember always that extra sales 
mean some shirt-sleeve selling plus a little 
extra work to keep the goods moving 


George Friedman Dies 
Of Heart Attack 


George Friedman, head of Frieciman Dis 
play Company, Louisville, died on January 
ll of a heart attack. He was born in Ger 
many, where he operated a clothing store 
When the Nazis came into power Friedman 
was sent to a concentration camp After 
his release he went to Cuba and from there 
entered the United States in 1940..He settled 
in Louisville a year later and was with a 
local department store as displayman_ tor 
two years, then opening his own display 
business 

According to Lillian Friedman the busi 
ness will ke continued as heretofore and 
handling the same lines of display materials 
and equipment 


104-Page Catalogue 
For Marcus, Boston 


The new = spring-summer catalogue ot 
Marcus Window Display Service, Inc., 114 
Lincoln street, Boston 11 is one of the most 
comprehensive ever ofiered in display. Cen 
taining 104 pages, the articles shown run the 
display gamut from flowers to mannequins, 
decorative papers to wire properties, and 
turntables to fixtures. Many pages contain 
swatches of the material described 

Copies of the catalogue will be sent by 
Marcus in response to all requests written 
on company stationery 


Arkow Discusses Salesmanship 
Before Milwaukee Club 

Guest speaker at the January 17th meet- 
ing of the Milwaukee Display Club was 
Edward Arkow, Arkow-Lewis Associates, 
Philadelphia; it was his second appearance 
before the local organization. He discussed 
“Salesmanship”, pointing out that every 
person is a salesman, whether he may be a 
displayman selling an idea to the display 
director, the display director selling a budget 
to management, or a store manager selling 
the store to the public Arkow followed 
his address with an impromptu ptano recital 

An especially good attendance was re- 
corded for the meeting, the first to be held 
under the presidency of Ralph Nevling, T 
A. Chapman Company 
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DISPLAYS + SIGNS » NAMEPLATES 
EDGELITED PLASTIC » WOOD + METAL 


Here is the most versatile machine 
-..-S0 simple to operate by un- 
skilled labor. 


sa_ NEW HERMES 
egy v0 


This heavy duty bench type 
model covers a larger engraving 
crea than any other machine of 
its kind. 


Send for 
iNustrated 
booklet H 


13-19 UNIVERSITY PL. > NEW YORK 3 


World's Largest Manufacturer of Portable Engraving Machines 

















Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 











More Than a Million Now In Use! 


Many of America’s biggest and best-known department 
stores ‘ es, and we're proud of the many, many 
smaller stores, too . who 

Display Merchandise Better, Protect 

Their Windows More Efficiently With 


Suunpilienr 
TRANSPARENT SHADES 


They're modern and dependable. Custom made 
complete with fixtures Ready for installation 





Write for free estimate, or see your distributor. 


C J PLASTIC PRODUCTS CO. 


1063 South La Cienega Bird., Dept. 112, Los Angeles, Calif. 











wbuistocrat 


PRICE- MARKERS 


INTERCHANGE 


SMART - DIGNIFIED 


ABLE 


FOR MORE SALES, 

WITH THESE BEAUTIFUL SOLID METAL 
NUMERALS IN BRIGHT POLISHED CHROME 
OR SATIN FINISH. USED BY THE MOST 
EXCLUSIVE STORES. DISPLAYING SMART 
ITEMS — MADE IN 1/4” - 5/16" - 1/2" - 1” 
HEIGHTS — 160 PCS. PER SET—PACKED IN 
A COMPARTMENT BOX. 

MANUFACTURED BY 


COMBINATION PRODUCTS CO 


64.74 WEST 230d ST NEW YORK 


SELECT DEALERS AND SALESMEN WANTED 























A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

@ ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 


Ravers 
Criginals 


225 Fifth Ave., New York 10, N. Y. 








| 
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Mother's Day Poster 
Theme Announced 
The National Committee on the observance 
of Mother's Day, 393 Seventh avenue, New 
York City 1, has announced the slogan and 
poster theme for the 1950 observance of the 
‘There's Nobody Like Mom!” is the 
spread across the front of a poster 
and her two children 
Mother's Day 


event 
former 
which shows a mother 

a field of daisies 


is May 14 


Harold Martins Resigns 
Post With Lentheric 
For the 
display for 
Harold 
At the 
the resignation of Jill 
Kay 


Martins has not 


this 


years in charge ot 
New York City, 


resigned his position 


past several 


Lentheric, Ine., 


Martins has 


same time announcement 1s made ot 


Jesse, promotion 


manager, and Inglis-Jones, publicity 
director announced his 
future plans at this time 


Martin Wins 
Local Prize 
First 


prize for one group of stores in the 


Christmas decoration sponsored by 
the Junior Ch 
Mo., has been 


annual 


amber of Commerce, Joplin 


Mar 


ompany 


Howard F 
Electric ¢ 


awarded to 
Empire District 
Darling's Sales Executives 
Plan Program For 1950 

The sale s 


Darling Company 


executive group of the | \ 
met recently at the 
Mich,, to plan the 
and future 


main 
1950 
policies 


were, left to 


office in Bronson, 


sales campaign sales 
attending the 
seated, | { 

New York City 


bridge H. Stanley, president; C. J 
to the 


Those meeting 


O' Keete, 


right vice-president, 


and manager; Trow 
Devere, 
assistant president 


Standing, Robert Carey, sales 
tive Bill sarley 
Havdn DeVol, West 


Maxwell, sales 
Erich 


representa 
advertising manager 


Coast sales manager 


New York 


Chicago sales man 


Jess designer 


City Schwengel 
Al Parke, design and sales promotion 


Charles Slack 


iger. 


nanager Louis Blasi and 
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Bronson and Coldwater sales department; 
Frank McDonough, assistant manager Chi- 
cago office; Bernard Secor, Bronson and 
Coldwater sales department; Russ Larson, 
designer for the plastic division; Bill Laing, 
sales promotion department 

Also included in the sales division ‘ut not 
shown in the photograph, are Max logers 
and Dan Nugent, of the New York City sales 
staff. 


Massman Now Sole Owner 
Of Transparent Shade 

Jack Massman has acquired sole control 
of Transparent Shade Company, Los Angeles, 
manufacturer of “Infra-Chem” 
affiliated com 
founded the firm in 1940 
Kahn Although “Infra- 
shades found in 


exclusive 


transparent shades, and its 
Massman 


with M. J 


transparent 


panies 
along 
Chem” can be 
window and in 
that 
He believes 
merchants 
them 


almost store 
still 


has been scratched 


every type of 


every state, Massman feels only 


the surtace 


that “as more and more realize 


Infra-Chem’ can save money by pro 


displays 
} 


window 
build 


display 


tecting their against sun 


fading and can sales 


plete 


Vv Insurng com 


window visibility, they will 
turn to transparent shades.’ 
12-foot 


now 


beginnings in a 
Shade 


three 


From modest 
othee, 


occupies the 


Transparent Company 


entire floors of its fac 


tory and office building 


Testimonial Dinner 
For Anthony Ficeto 
Employes of the Bedford Silk Store, Water 
gave a testimonial 
Anthony Ficeto, display 
The occasion was the 
Ficeto with the 
was presented to 


bury, Conn., and friends 


dinner recently for 
director of the store 
twenty-five anniversary of 
store. A check for $500 
him, and he was congratulated for his part 
in the development of the firm 
Ficeto received a number of medals 
display work. He is 
married and has four children, one of whom 
World War II, and 
Ficeto served on 


World War I 


has 
and prizes for his 
grand 
mine 


served in four 


children naval 


lavers during 
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Amplex Now Occupies 
New Plant, Offices 

A. J, Kissileff, president of Amplex Mig. 
Company, announces the occupancy of a 
new plant and offices at 2325 Fairmount 
avenue, Philadelphia 30. Facilities include 
one of the largest oven units in existence 
tor plastic fabrication. The installation of 
a large twin-cylinder air permits 
forming the large sheets ot acrylic plastic 
Production in 1950 is 
year's output 


press 


now being produced 
expected to double 

Amplex produces familiar plastic 
canopy now seen in the super- 
markets, and also is responsible for pioneer- 
letters tor indoor and 
Julius Bellak has been placed 
yperations and Jack 


last 
the 
many of 


ing seamless plastic 
outdoor use. 
in charge of all plant 
Benkin has been appointed to the sales staff 
as field representative 


Vaughan Mannequins 
Adds Braunstein 
Vaughan Mannequins 
Long Island City 1, N. ¥ 
manager He 
Mannequins 


22-14 40th avenue, 
has appointed Joe 
was 


New 


Braunstein as sales 
formerly with Magnani 
York City, in’ the Braun- 
stein will also represent Schack, Inc., Chi- 
Eastern territory 
Ernest 


same capacity 
cago, as a salesman in the 
Another addition by Vaughan is 
madsen, a sculptor lw aiso Was tormerly 
Amundsen Ipt | ! f 1; 


with Magnani Mannequins 


San Antonio Store 
Promotes Miss Rather 
The appointment of Aline 
play director has been announced by 
A. Fish, store The Vogue 
Antonio. She art director in 
the local schools and joined the store 


as dis 
Harry 
San 


Rather 


manager of 
was tormerly 
a short 
now display 


Chico Gallegos is 


had been first 


time ago 


manager; he assistant 


Western Trip 

For Ralph Adler 
Ralph Adler, D. G 

York City, has returned from 

Western included 

San Francisco, Portland, 


Williams, Inc., New 
sn extensive 
trip which Los Angeles, 
Seattle, 


kane 


Change Of Address 
For Redikut 

The Redikut Letter Company, 
Angeles, is now in larger 


6519 West boulevard, 


Los 
Inglewood, Calif 


Barham To Represent 
L. J. Charrot 
John Barham is now with L J. Charrot 


New York City, and 


salesman in the metropolitan 


Company, will act as 


He had 


irea 


been with Resident Displays 
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A 
DEFINITE 
MUST 

IN 

YOUR 
DISPLAY 
PICTURE! 


You can do 
more with .... 


VUE-MORE 


ELECTR DISPLAY TURNTABLES 


ALL-PURPOSE MOTION DISPLAYS 


A COMPLETE LINE FROM 
15 LBS CAPACITY UP 


All Metal — Silver Finish 
Guoranteed For One Year 
Write for Literature 


BREVEL PRODUCTS CORP. 


17"-12"- 


3 TIER STRUCTURES 
FOR VM 25 SERIES 


23"-17"-12" Diam. 


250 LB. CAPACITY 


VM 25 SERIES 


VM 25-17 with 17" DISK 
VM 25-23 with 23" DISK 
Rotating Electric Outlet 


8" Diam. § 6.25 


$11.00 


74 LAFAYETTE ST., 
NEW YORK 13, N. Y. 








ind Spo- | 


formerly of 
quarters at | 











We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display probiems. N~« 
charge is made for this service, of 
course. 
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FULL ROUND _ 
PAPIER MACHE 
MGH STYLE 


FLOWERS- BUCKETS fad 
KID NOT INCLUDED 
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ARTIST STUDIO 
Box 82! - Columbus 4 Ohie 
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ANIMATION 


Lights — Motion —Sound 
USE DISPLAY KING DEVICES 


To Animate Lights: 
@ Flashers 
@ Dimmers 
@ Slide Projectors 
To Animate Sound: 


@ Tape Recorders 
@ Tone Arm Repeaters 


@ Synchronized Sound 


To Animate Motion: 


@ Turntables (Regular also 
vertical - multi - stop) 


@ Mechanical Books 


@ Also Chain - Elevator - 
Screen - Curtain - Trylon 
and Panel Mechanisms 


We invite inquiries on special electro- 
mechanical Design and Development 


GALE DOROTHEA 
37-61 85th St., Jackson Heights, L. |. 











WOOD LETTERS 





SPECIAL LETTERS and Displays for your 
EASTER DISPLAYS 


Disptay Crart 


Ant ORIVE S.F GRAND RAPITL ¢ 


| dows at 





attractive group 


| the Palm Springs resort trade. 


| “Sun Fun Fashions at Haggarty’s.” 


the theme 


| each side of the 


| display for 
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IT'S DEFINITELY SPRING 
IN CALIFORNIA 


[Continued from page 35) 


money, and the third, swim 
fashions to be worn at nearby Palm Springs 
shadow-box plaques 
wall. Amusing paper 
figures were used in the shadow- 
boxes. In the window, gaily 


losing one’s 


The main props were 
fastened to the back 
sculpture 
square dance 
dressed fiddlers were shown and a bale of 
straw set upright on the floor served to hold 
track window 
figures of two cheering 


the accessories In the race 
the paper sculpture 
jockey 


fans and of a race horse and his 


were decorated with a paper horseshoe of 

floor was set off with grass 

mats edged in Palm Springs 
j 


window used paper sculpture swimming pool 


flowers, and the 


gravel The 


scenes set off with paper palm fronds and a 
palm tree 


desert 


Accessories were grouped around 
foliage 

colors 
Director 
promotion at 


delicate 
Display 


Spring is the time of 
colors like 
Thom 
Haggarty's 


those used by 


Sweaney In a recent 
\ gold rattan frame was set in 
the background between two curved baffles 
and held the reader which said “Nosegay 
Colors Bloom and Will make You Bloom.” 
Pastel pastel flocked fern 
was used around the frame and on the floor. 
lighted wit 


asparagus and 


The background was pastel 
fluorescents 


Harold 


spring by 


At Desmond's 
Kelly 


Display Director 


captured the feeling of 


ising arrangements of spring flowers and 
display of 
floral 


light 


jerns in a_ recent fashions for 


men The central arrangement was 


placed against a green panel which 


in turn, was set off by a padded, brown 


vinyl-covered frame 


Ihe following are not illustrated 


For Valentine's Day Director 
Vid Rosner presented “Valentine 
You the Suit Look’, a series of nine win 
Nancy's-Hollywood and Nancy's 

\ single mannequin was used in 
light blue back 
Bright red heart outlines, with a 
fastened to 


Display 
Brings 


W estwood 
each window 
ground 


camellia set in each one, 


against a 


were 


| the background to help establish the theme 


heart outline on the floor served to 
gather all of the 


\ larg 
accessories into a single 
The reader was painted 
on an upright sheet of clear glass 

rhis is the time of year when Southern 
California stores break out with their first 
slanted primarily to 
In this con- 
Thom Sweaney 
promotion entitled 
Bamboo 
helped establish 


swimwear promotions 


Director 
successful 


nection Display 


lid a very 
risers and tropical plants 
Suspended from the ceiling be 
hind the row of colorful 
floor 


bamboo was a 


fishnet. Caught in the net near the 


|} was a mermaid dressed in a swimsuit. The 


other two were standing to 
net; both wore similar 
sundress ensembles—one with the jacket on, 
the other with it off. The floor was covered 
with ground cork, with sea shells, starfish 
and there 


mannequins 


and coral scattered here 


those new children’s 
pajamas that glow in the dark? 
Director Paul C. Smith did an eye-catching 
them at the J. W. Robinson 


Have you. seen 


Display 
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48 Week Professional Course 
in Display and Merchandising 


Learn how you cen 
increase your income 
Write today for illus- 
trated brochure and 
catalog No. 30 


3917 Montrose 
Houston 6, Texas 


feather and feather 
school of design 








FOIL PAPER 


26" WIDTH — 25 ft. - 50 ff. - 100 #. 
and full ream rolls. Carried in stock 


in 25 colors 


R. A. OHLHORST 
454 Broome Street, New York 13, N. Y. 














RECO Equipment Adds "Flash" 
to your Sign and Displays 
THERMATIC FLASHERS 


patented flashing devices add motion anc 
display at slight cost 


Simple 
advertising value to any 
Dependable—Time Tested 


3055 River Road, River Grove, Illinois 


JOBBERS 


We specialize in Children's Mannequins 
For particulars write 


WINDOW MANNEQUIN, INC. 


449 West 30 St. New York 1, N. Y. 














We Repair & Rubberize 


your old mannequin wigs to look like new; they 
will not slip off mannequin head 


New wigs made to order with special rubber base 


LOWEST PRICES 


RUDY'S e 309 Chamberlain Bldg. 


Chattanooga, Tenn 
PERIOD COSTUMES FOR RENTAL— 


Interior or window display, 1806-1932. Wedding and 
other costumes, American and foreign Fans, par 
shoes, infants’ and children’s 
bags ete Exhibited in large con 

Rochester, Philadelphia and other 








asols, hats, hosiery, 
wear, lingerie 

erns in Boston 
private collection 


MRS. ARTHUR C. BALDWIN 


4510 Osage Avenue Philadelphia 43, Pa. 


cities 








EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty 

Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
Importers — Mfgs. — Exporters 
56 W. 36TH ST. NEW YORK 18, N. Y 








JOBBERS 


We specialize in high quality, low price, women's and 
children's 


MANNEQUINS 


For porticulars write 


Royal Mannequin Corporation 
256 Wallabout Street Brooklyn 6, N. Y 
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Company. A large shadow-box, draped in 
white ruffled curtains, was set up in the 
back of the window. This shadow-box was 
lighted with black light, and the small de- 
signs on the pajamas glowed very brightly 
—even during the daytime. Two mannequins 
were used in the shadow-box and were 
shown in a typical bedroom setting 
“Navy at Haggarty’s” was the title of a 
display of navy blue suits and coats done 
by Thom Sweaney. A large navy blue felt 
banner set upright in the middle of the 
window carried the reader in white letters 
Antique gold was used for the fringe and 
the banner rope. The three mannequins 


used, as well as the banner, were standing | 


on an irregular piece of blue felt 
Display Director Harold Kelly used early 


American as the theme for a series featuring | 


Arrow’s “Early American” tie, shirt and 


handkerchief combinations In the back- | 


ground was a maple cabinet filled with 


“Old Spice” shaving cosmetics. A model | 
of one of the famed clipper ships was placed | 


on top of the cabinet. Maple furniture in 
typical early American styling was used 


throughout the windows to help establish the | 
theme, and colorful oval braided rugs were | 


on the floor. Large pieces of the shirt 


fabric were draped behind the props and | 


fastened to the wall in a rosette 


Arrow's New Line Seen 
In Catalogue 


Some 75 new designs in modern visual 
merchandisers, introduced first at the Na- 
tional Association of Display Industries’ 
market week in New York City in December, 
are included in a catalogue just released by 
Arrow Decorating & Fixture Company, 325 
West Glenwood, Philadelphia The line 
includes pieces for both window and interior 
display and ranges from the simplest stand 
to a 48-compartment hosiery bin. One of the 
units is called “Dyna-Rest”, a men’s shoe 
displayer of limed oak designed with pleas- 
ing curves and angles that will hold a shoe 
in 14 different ways. Another is an abstract 
three-piece platform elevation set, with 15 
interchangeable legs of various lengths to 
permit unlimited setting arrangements 


Statuettes Available 
For Display Rental 

A group of statuettes of the wives of 
United States presidents is being offered for 
display use on a rental basis by Ethel Mc- 
Lean, 45 East Slst street, New York City. 
Beautifully costumed, the figures have been 
included in newsreels and in Life magazine 
Among the stores where they have appeared 
is Wm. Filene’s Sons Company, Boston, 
where an average of 9,000 people stopped 
each hour to see the window where they 


were on view 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 








DISPLAY WORLD 








EASTER EGGS 


NATURAL SIZE 
MADE OF GLASS 


PASTEL COLORS: assorted in 
Yellow — Violet — Pink — White — 
Spring Green — Robin Blue. 

Even grosses for $20.00 
GOLDEN EGGS: 3 doz. for $10.00 
eo? 1 
Saar 35.00. 
Contact your jobber or order direct: 


MALROS COMPANY 


“THE HOUSE OF COLORS” 
BOX 289 - DOVER. N. J. 











Stic 


INVITES YOU TO 
MEET HER WONDERFUL 
GIRLS AND BOYS 


Alice is a dreamer—so are good dis- 
playmen. These new outstanding 
children’s figures will fit into any 
theme your creative mind conceives. 
Enough action . . . personality plus 
and the ability to show merchandise 
at its best. Plan for them in your 
current budget...You will be 
delighted at the result. There are 
six new girls in ages ranging from 4 
yrs. thru 12 yrs. and five boys from 
4 yrs. thru 12 yrs. 

See thom as 400m as possible 


ox amle fon complete delatls 


KEHOE DISPLAY FIXTURE CO. 


Pte 541 MARKET STREET SAN FRANCISCO, CALIFORNIA 
“ ; 
we MR. WM. E. KEHOE, exclusive Korrect-Way distributor 
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Keep your SHIRTS & PAJAMAS neat 
ond clean with HENRY’S Low Priced 


your wares 
onthese 

New One 
Piece Trans- 
parent Molded 
Plastic Trays. 
They have “pull 
out” handle and 
size card holder, 
and sliding rails 

on bottom, that 
prevents scratch- 
ing. Dress up your 
shelves . Display 
your merchandise 
correctly! 


7 
NOW available 
Henry's Rainbow Plastic Pelee Teor: 
Sock & Tie Trays 16" long, « 12’ wide 
© 








We are the leaders in the Plastic 
Hanger Field, making over 60 
styles in hangers; and a new line 
of Plastic Sock and Tie Trays and 
Stock Boxes. We are as always, 
equipped and ready to serve you. 








JOBBERS INQUIRIES INVITED! 





THE HANGER KING 
The HENRY HANGER CO. of AMER Inc 


4 Ith AVENUE, N. Y BR 9-0852 











“FAST SIGN” LETTERS 


neat ttr 


} igns 
i¢ ast 1 t n-tade t 
clean, dry, sn th 
reused many times 


( 


are change Sar 


FAULKNER LABORATORIES 


BRADENTON 1, FLORIDA 
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Boosting Beer Sales 


By Means Of Display 


By TREVOR K. THOMAS 
Supervisor, Sun Advertising Company, Oakland 


URVEYS have shown that 75 per cent 
S of all shoppers buy at least one item 
that they had not intended to buy. A 
good percentage of “take-home” 
fall imo this category Smart merchan 
disers are continually looking for new and 
better ways to put their product into the 
hands of this impulse 
The San 


San Francisco, brewer of 


beer sales 


buyer 


Francisco Brewing Company, 
“Burgermeister” 
beer, is now in the initial phase of a point 
program that ts 


make the shopping customer 


of purchase designed to 
“Burgermeister” 
conscious. The 
to get the 
when he or she is in the retail out- 
This internal 


purpose of this program is 


sales message across to. the 
shopper 
reminder capitalizes on 
1 external advertising and is helping move 
product off the shelves and out of the 
reach-in box 
Here’s how it works: The San Francisco 
brewery, working through its advertising 
agency, supplied a professional display serv 
ice with the necessary amount of 30 by 48 
inch reproductions of the outdoor billboards 
currently showing. Distributors were author 
ized to find locations for wall displays in 
liquor and grocery outlets, the orders taken 
by their sales representatives were relayed 
to the display company and an eve-appealing 
reach-in_ box 


display was placed above the 


From this position the display can be seen 


Irom any part of the store Phe product 1s 
impressed upon the minds of hundreds of 
shoppers each day. It is that last minute 
them reach for 


reminder that urges 


“Burgermeister” — and they certainly do. 

Prior to installation the display people 
select a background color scheme that will 
set off the lithographed center piece and 
assure maximum eye-appeal. This back- 
ground material is a durable corrugated 
paper that is made in a wide variety of 
Mounted on a light wooden frame, 
the display remains in place and in good 
condition for six to eight months. The cur- 
four changes per 
year These are coordinated with the out 
door billboards and the theme is followed 
throughout 

The utility value of this display is high- 
it does not experience the all too brief life 


colors 


rent program calls for 


of some counter cards, banners, window dis 
plays and like material. However, many ot 
those items can be readily adapted to wall 
background can be made 
small It can be fitted to any 
Each installation is 


displayman on_ the 


display, for the 
large or 
desirable wall space 
made to order by the 
spot 

This general 
dealer acceptance. It is out of the way of 
the retailer, he is not constantly 
by moving it or having it fall over, therefore 


selling aid has received 


annoyed 
it stays in his store and continues to sell 


beer Both independent and store 
operators in Northern California have been 


chain 


convinced that this form of advertising 1s 
paying off, not only for the brewer but for 
the retailer as well 

When considering a program of this kind 
basic that, if 


there are a few principles 


—These are two displays from the newly remodeled store of Millner's, Lynchburg, Va., where 


Harold H. Hawkins is display manager. 


The store recently completed a $250,000 modernizo- 


tion program— 
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applied, will help to insure its effectiveness 
1. Coordinate your advertising. If you are 
using any other form of advertising and 
launch a program devoted to this type of 
point-of-sale, try to tie in the two. (For 
example, “Burgermeister” uses « wall dis 
play that is a miniature of the outdoor 
panel.) This enables you to cash in on all 
forms of external advertising and follow 
the customer right into the retail outlet 

2. Feature your brand name and package 
Make certain that your name and package 
are the most prominent features on the dis 
play panel. Your product will be re 
membered even though briefly glimpsed; 
and when the shopper opens the reach-in 
box you've increased the chance that your 
beer will be selected. Check your present 
display material. A window piece may be 
just the thing you're looking for. If you 
want to make the customer conscious of 
your package, use blow-up reproductions of 
the can or bottle. These used on either 
side of the centerpiece increase the selling 
value of the display. 

3. Keep the sales message simple Re 
member that no matter how attractive your 
advertising may be to you, the shopper 
won't stop to study it. You've only a few 
seconds to catch her (or his) eye. Use a 
slogan if you have one. An illustration and 
a few brief words will tell why your brand 
is the beer to buy 

4. Take advantage of color. Certain 
color combinations are better attention 
getters than others. Blue and yellow carry 
more punch than do blue and white. The 
right combination in your display may be 
the difference between a_ run-of-the-mill 
advertisement and one that is eye-compel- 
ling. Incidentally, the brewer who takes 
advantage of the new fluorescent paints will 
gain attention for his product 

5. Select a reputable display compan) 
Some companies have their own point-ot 
sale department with one or two display 
men, but for the most part an outside 
service company keeps cost and detail work 
down to a minimum. If an agency handles 
your advertising, it will be able to select 
such a company 

6. Try a test campaign. You'll want to 
know that this type of advertising is going 
to sell your product. A trial run and check 
of results will be your best convincer. Be 
sure, however, that the scope of the test is 
wide enough to give a fair picture 

7. Check your ad’s sales appeal Eye 
appeal is buy appeal, but in addition to 
being easy to read because of its simplicity, 
and inviting to read beacuse of its eye ap 
peal, a point of purchase interior should be 
hard to resist because of its sales appeal 
Will yours focus the reader's attention im- 
mediately on one main fact or idea about 
the merchandise from the customer's point 
of view? Does it make him want to buy 
beer? Not just any beer, but vour beer? 

8. Don’t expect miracles As with all 
forms of advertising, sales increases do not 
occur miraculously. But in numerous cases 
greater sales volume and better dealer ac 
ceptance have been built through use of a 
program of this kind. This method of reach 
ing the customer inside the store may be one 
of the strongest links in the chain of your 
sales efforts. 


DISPLAY WORLD 


SPOTLIGHT 


Smallest Spotlight of its kind! 
Provides 500 Watt Illumination! 


Totally Enclosed — Absolutely Safe ~ 
c Brac ages as ce ae 





Coler Changes — Adjustable Beam Size 
ideo! for Store Windows, Disploys, Exhibits, 
Conventions, Shops, Theotre and Hotel Lobbies, 
Restovronts, Night Clubs, Cocktoll Lounges. 


Send for Bulletin No. 471 


GoldE Manufacturing Co. 
1222-A West Madison St., Chicago 7, III. 

















“REZ-NAT" 


QUILTED FORM PAD 


At Last! The perfect aid for 
clothing display. 


$395 


Write for free instruction sheet 


Metal Pedestal Sets 


Includes 
| of 6" diameter — 8" high 
1 gt rs — 6" * 
1 ia] 10" Lad phen 24" Lid 
6 Steel Rods 


Lacquered in white. The set $1250 


SLEEVE FORMS 


Size 37-38 — Also Boy's size 16 — With or without Springs 


TANZER DISPLAY CO. 32.05% 


























FOR REALISTIC 
DISPLAYS 


EATON 


VELVETY* 
GRASS MATS 


Many sizes, shapes and Colors 


& 
% 
% 
e 
. 
« 


EATON 
- SCATTER-GRASS' 


Natural looking green 
raffia grass in 
scatterable form 


N 

N 

§ 
Real grass green color 
special one inch stitching 


Fire Resistant 
Mildew proof 


See Your Display Jobber 


. 
3 
& 
.s) 
c 


EATON BROTHERS CORP. 


HAMBURG, N. Y. 


*Trade Marks Registered 


| sequent letters were signed by J. 
| Jr. (with no title). 








Not many left of our 
brochure DW/68P on 
our Patina Forms 


Write us today 


DB C Weave duc, 


Dot Williams, president 
498 Seventh Avenue, New York 18 
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Prize-Winning Window 
Done By Miller 

In an article in the January issue of 
DISPLAY WORLD, describing the three 
window displays which won expense-paid 
vacation trips to Bermuda last year, informa- 
tion furnished by the Bermuda News Bu 
reau, New York City, credited one of the 
displays to J. C. Hunter as display manager 
for Maison Annette, Baltimore. A_ letter 
from Hunter, who is store manager, states 


| that the display was designed and executed 


by Lee Miller, free-lance displayman of the 
same city 

A letter from the Bermuda Trade Develop- 
ment Board explains the error as follows 
“The first letter from Maison Annette was 
signed by its president, Mr. Wolf. He 
accepted our invitation to participate. Sub- 
C. Hunter, 
Several of the letters 
from other shops were signed by people 
with no title, or with titles such as ‘manager’, 
‘merchandise manager’, etc. Most of them, 
however, were signed with the title ‘display 


| manager’, 


“I can see the release which was sent 
out after the contest might lead one to 
think the trips were for display managers 
only. It was an unfortunate error that the 
words ‘display manager’ were used after 
Mr. Hunter’s name.” 


| Twenty-Four Firms Participate 


In Califonria Event 
The annual market week of California 
Display Industries was held in Los Angeles 
during January 29-February 3, with 24 dis- 
play firms taking part in the showing 
Exact attendance figures were not avail- 


able at press time, but were reported as 


larger than was the case in 1949. Little 
action in the way of buying was noted, 
most of the visitors being content to take 
notes of the properties and equipment dis- 
played. A dinner-dance at the Elks Club 
concluded the event. 

Election of new officers for the CDI will 
take place soon, at which time tentative 
plans for the next market week will be 


announced 


The Broadway Assigns 
Jensen To New Job 

Harry Jensen is now housekeeping and 
maintenance superintendent of The Broad 
way’s main store in Los Angeles, under the 
supervision of Charles Moore, building 
superintendent. He had been display man 
ager for The Broadway-Pasadena for several 
years 

The Pasadena position has been filled by 
Robert Westlund, formerly with Fitzgerald 
Display Company, of Los Angeles, and at 
one time in charge of interior display for 


Bullock's 


Birmingham Firm 
Names Couch 
\l ouch, for the past five years first 
Loveman, Joseph & Loeb, Birm 
assumed the position of display 
Odum, Bowers & White, of 
city Couch succeeds Dudley 
is moved to Houston and en 
or himself 
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t Display Men 
see KRYSTALITE 


to help 
equips vs 
am oe eesye catching, er 
‘i 
ea “hein store promotion 


Krystalite — Authentic, versatile, display snow 
material. Available in panels and sheets up 
to 100" long, 20'' wide and from I" to 6” 
thick. Light weight, strong, sparkling, beauti- 
ful — will not crumble. Perfect for cut-out 
letters, backgrounds, display bases, etc. 
Lar ayeeeee Panel Sizes 
15"' x 100" 20'' x 100" x 2" 20° x 36" x3" 
es tax ta" 10"' x 72" x1" 12" x 100" x 3" 
Quantity orders cut to specifications. 
Decler inquiries invited—samples on request. 


7le- becle 


6415 N CALIFORNIA AVE 











COSTU ii: s of YESTERDAY 


KATHERINE BURR FLEMING 


76 Rogers St. Branford, Conn. 
Phone: New Haven 8-1836 


Write for circular of photos. 








PRICE CARD and 
DISPLAY CARD HOLDERS 
WINDOW TRIMMER'S TOOL 
SNAP-IN TAG NEEDLES 
U. S. Pat. No. 241617 
Threads with your eyes shut 
Write for Mlustrated Price List 
on Our Sales Help and Time Savers. 
RUDOLF ORTHWINE CORP. 
503 W. 33rd St., New York 1, N. Y. 








REDIKUT LETTERS 


Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


6519 West Blvd. Inglewood, Calif. 








Everything for Display 
JOS. E. PODGOR CO. Inc. 


Complete Display Suppliers 


618 MARKET ST PHILADELPHIA 6 PA 
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Thompson Discusses 

SDA Convention 
James E. 

of the Southern Display Association, has the 


following to say about the convention to | 


be held by the group in April: 

“Howdy, pardner. The eyes of Texas are 
upon you... and it will soon be time to 
saddle-up and head for the greater Southern 
Display Association Round-Up in Fort Worth, 
April 16-19. 

“Never before has so much interest and 
enthusiasm been shown by manufacturers 
and exhibitors. Within two weeks after con- 
tracts were sent out by pony express prac- 
tically sample and display room at 
Hotel Texas was reserved and branded. 

“All of which assures a full house at the 
first showing of fall displays in the United 
States. You can bet there'll be the biggest 
round-up of new display ideas by America’s 
foremost designers ever corralled any place 
at any time. 

“Registration will be on Sunday, April 
16. Then on Monday morning, April 17, 
there'll be a display forum and conference 
with the top-hands in the business telling 
you how to ride the range for bigger and 
better results. 

“There'll be a Western chuck wagon party 
{on a real ranch) with fiddle band, square 
dancers, Texas barbecue, and all the other 
trimmings. And there'll be prizes for those 
with the best Western get-up. 

“During the daytime, there'll be surprises 
and entertainment for all the visiting ladies 
while the men are rounding up the display 


every 


brands they want to rope and ship back to | 


their home ranches. 

“The Texas will be the main bunkhouse 
and on Wednesday night, April 19, there'll 
be a final round-up in the Lone Star Bar on 
the Top-o-Texas with free refreshments on 
the SDA. Later in the evening prizes will 
be awarded to winners in all contest events, 
new tophands of the SDA for 1950 will be 
presented, and then there'll be dancing 
‘neath the Texas stars 

“Remember, the eyes of Texas are upon 
you, so get ready to fork leather and head 
for the greater SDA Round-Up where the 
best fall displays corralled will be 
waiting for you.” 


ever 


Greneker Corporation 
Adds Hawkins 

Formerly with Allcock 
Company, Ossining, N. Y., Benjamin Haw- 


Manufacturing 


kins has joined The Greneker Corporation, | 
asa sculp- 


New York City mannequin firm, 
tor 


Lasche Is Visitor 
To Cincinnati 

Among recent visitors to DISPLAY 
WORLD was Otto Lasche, display manager 
for Kline’s, St. Louis. He in Cincin 


for several d 


was 


nati days on business 


Bon Cannon Resigns 
From Anchor Company 
3ob Cannon, display manager of The 


Anchor Company, Winston-Salem, N. ¢ 
resigned in order to take a course in archi- 


. has 


successor 


tecture at Clemson college. His 


has not been announced as yet 


Thompson, promotion manager 





DISPLAY WORLD 89 


Make Sales with a Minic Display 


—— ry“ invites atten- 
ion w ed on this Mini 
Double Shelf ait. — 


You'll find this unit practical for shoes, 
toys, appliances, etc. 


This displayer — made of 
finished “4 white eal mcs * 
four interlocking sections for quick 
assembly and convenient storage. As- 
sembled, it is 24" high, 30" long and 
16" wide. 

Price: $18.80 

f.0.b. destination 


To delay is to forget. Send us your 
order today. Specify unit M-51. 


503 East 72 Street 


Minic Display, New York 21, N. Y. 


“Complete Woodworking Facilities" 


Gxéghcer [WINKLE-LITES 


The Sure Key To 
DAZZLING DISPLAYS 


4 You must order now to have 
these popular lights for 
Xmas Displays 


Dept. E, 


© 1950 MD 








¢ Surprisingly low-priced! 

@ Multiple hook-up, with or without 
transformer. 

© Series hook-up. 

@ Custom built to your specifications. 

© For indoor or outdoor use. 


@ Complete with bulbs installed, boxed 
individually or bulk packed. 


2 SS mantaatiee approved and guar- 
Ge. Tue. Dept. 1! 
136-138 EAST 122nd STREET, NEW YORK 35, WN, Y. 


oe @® 
Jobber Inquiries Invited 


“COMPLETE ENGINEERING AND MFG. SERVICE EOR ELECTRIFYING DISPLAYS.” 








Jobbers wanted for 


heW EASE L 4 50f 


NEW ... FLEXIBLE . . . TRANSPARENT 
PLASTIC DISPLAY EASEL 


14 in JUNIOR size holds cards 
high, selis for less than Sc 


SENIOR to 4 in 


high, sells for 


size holds cards to 
less than 22c 


MANUFACTURERS OF SIZE DIVIDERS 
Write today for complete information 


PLASTIC FABRICATORS COMPANY 


Printers, Laminators, Fobricators of Sheet Plastic Materials 
440 SANSOME STREET SAN FRANCISCO 11, CALIFORNIA 
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STAPLE—to save time... 


speed up production | 


T-32 GUN TACKER 


A many purpose tool replacing hammer and tacks 
at trigger rate speed. Shoot a staple wherever a 
tack can be driven. ideal for mounting cloth on 
frames, tacking up placards, erecting displays, 
etc. Same machine takes a 3/16", 1/4'' and 5/16" 
staple Loads 150 staples $8.50 
Rustproof “Monel” staples available 


P-22 HAND STAPLER 


Reaches into hard-to-get-at places.’ ideal for 
tagging, labeling, wrappings, sealing bags, con 
tainers and boxes. Same machine takes | /4'' and 
5/16" staples. Loads 150 staples $6.00 
Slightly higher in the West and Canada 


Dealerships open write Dept. DW 


Arrow Fastener Company, Inc. 


30-38 Mauvijer St., Brooklyn 6, New York 








Sparkling! Radiant! 
100% FIREPROOF 


GLASS FIBER 
NETTING 


Formerly 39'/2¢ yard 
NOW 29c¢ yd. 


44 to 46 inches wide 
Choice of 14 Smart Colors 


A fabulously beautiful new ma 
terial. Richer and less expensive 
than rayon or cotton nettings 

. and SAFER, too 
it is FIREPROOF 


becouse 


Featured on the front cover of 
DISPLAY WORLD, March 1949 

and in the windows of 
America's finest stores 
cuts 10 yards 


RADIANT 


GLASS FIBERS CO. 


11 W. 29th St. New York City 


Minimum 











| 


| of Brooklyn 
| Company 


} Quinn, Dry Goods Economist, and Willard | 


| of Husch 
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President Edward Munn of the New York | 


Metropolitan Display Men's Club announced 
the appointment of the following commit- 
tees: Membership, A. Kay, Saks & Co.: 
William Fitzgerald, P. J. Young Dry Goods 


| Company, Brunswick, N. J., and G. Talbet, 
Program, L. McArdle, Orkins | 


Jaffery and W. F 
Publicity, M. P 


Jerome 
Wehner, Saks & Co 


D. Hart, correspondent of DISPLAY 
WORLD 
Ralph 
Angeles, 


J. Hamer, R. G. Desmond's, 
named president of the 
Angeles Men's Association. 
officers chosen were: John E 
Dry Company, vice-president, 
Scott H. Crall, Mullen & Bluett, secretary 
J. Wesley New Paris Store, 
placed in charge of publicity. Trustees were 
Paul Lupo, Barker Brothers; H. ¢ 
J. W Robinson Company, and H. W 
Menard, Department Store 
C8 manage 
take a 
Shoe 
also president of the 
Associated Display Men of St. Paul. 
William McKeon, who resigned as display 
manager for Lord & Taylor, was named 
head of display for Saks-Fifth Avenue, New 
York City. He Elders, who 
returned to Saks-Herald Square 


was Los 


Display 
(Goods 


Gross, was 


Broadway 
Scott resigned as display 
Brothers, St. Paul, to 
similar with the Sorensen 
Company He 


position 


Was 


succeeded A. G 
as display 
manager 

Daniel Hurley, for several years 
J McCreery & Co.. New York 
and more recently in charge of display for 
Buckley-Newhall Company, joined Hoeniger 
& Swern Company, Trenton, N. J., 
play 

Fk. Preston Browder resigned as display 
manager of the H. Kobacker Company, Buf 
and established his own display 
that city. 


with 


James 


as dis 


Mahager 


falo, serv 


ice mm 


FEBRUARY, 
Emanuel Miller joined 
Stores, Baltimore, as 


1940 
Labovitz Depart- 
display 
ager for the four units of the firm. He 
been, with Bonwit-Lennon, Inc 

The Minneapolis Display Guild elected S 
J. Schile, S. & I Stores, 
of the group 
Maurice | 
Victor 
treasurer, and 
Thomas & Co 
record attendance 
Display Club at a meet 
Lighting Institute 
James M. Ketch 
Cleveland 
yarn window 
was awarded to Edward S$ 
Gimbel Brothers, Philadelphia 
ston Display Club met for a buf 
and to hear short talks given by 
Huden, display New 
Telephone & Telegraph Company 


Kash, editor, DISPLAY WORLD 


ment man 


had 


Company as presi 
Lyle 


vice 
Display 


Assisting him were 
Rothschild & Co 

Berseth, B & B 
William 


secretary 


dent 
Mix 
president 
Company, 
John W 
An all-time 
set by the 
ing held at the 
The teatured 
General Electric (¢ 


First prize in. the 


of 275 was 
Chicago 
Chicago 
speaker was 
ompany, 
Fle isher 
contest 

Arkow 
The Be 
fet supper 
George | supervisor, 
England 


and R, ¢ 
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Los } 
Other | 


Cook, Coulter's | 
and | 


Pettit, | 


The Modern Display Trend 
is to LIGHTED MOTION 


Model "712" 


*Roto-Sho 


ELECTRIC TURNTABLES 


MODEL “712” ROTO-SHO’'s two-way, built- 
in electric outlet permits novel. self-con- 
tained lighting effects by means of sliding 
contacts, as well as operati of electri 
devices while the turntable revolves three 
times a minute—Lights turn with the table! 





There’s nothing like “712” to revolutionize 
your window trim and make passersby 
buy! Sturdy, steel construction, guaranteed, 
it carries up to 200 Ibs. 18” diameter turn- 
table. Allover height just 7”. A.C. only. 


For winning action displays, write us for 
complete ROTO-PRODUCTS turntable catalog. 


GENERAL DIE & STAMPING COMPANY 
Dept. O, 262 Mott St.. New York 12, N. Y. 





City, } 


Tobiaca, | 





? 
ites eee yaar 
re 
with 


Hamberger 


You owe it to yourselves and your 
windows to visit the HAMBERGER 
showroom for the newest and finest 
in Spring and Summer display 
decorations. 

As always, HAMBERGER is pre- 
pared to help you with your prob- 
lems and to supply your every 
display need. 

For the soundest values that make 
every display dollar do a superior 
selling job see 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST, NEW YORK CITY | 
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General Electric To Launch 
Train Of Exhibits 

The “More Power To America Special”, 
first train of its kind in industrial history, 
will be launched on a nation-wide tour this 
spring by General Electric's apparatus de 
partment 

Exhibits of more than 2,000 electrical 
products, processes and techniques ranging 
from precise aircraft instruments to com- 
plex working models of steel mill, textile 
and other industry equipment will be dis- 
played throughout nine cars of the train 

C. H. Lang, vice-president in charge of 
sales for the company’s apparatus depart- 
ment, said the train will visit the country’s 
key industrial centers for inspection by 
utility and industrial executives and munic 
ipal leaders. Since it is an industrial de- 
velopment enterprise, it will not be open to 
the general public, he added 

Pointing out that the exhibits will drama- 
tize the latest apparatus and ideas for 
producing and using electric power most 
efficiently, Lang hailed the mammoth “show 
case on wheels” as a symbol of the contri 
butions the entire electrical industry is 
making to the progress of industrial America 


“Blueprint For Sales’ 
Is Now Monthly 

Promotion featuring both editorial and 
advertised merchandise has been launched 
by Charm, the magazine for the business 
girl, to 2,000 retail stores across the country 
Instead of only two tie-in issues per year, 
Charm is now promoting all 12 of its 
monthly issues to the retail trade. The May 
and September issues continue as the maga 
zine’s two major annual promotions. 

The new “Blueprint for Sales” is divided 
into two sections. The first promotion pack 
age will be mailed to the stores five weeks 
ahead of newsstand date and will contain 
the promotional themes of the forthcoming 
issue, two window display suggestions 
copy and artwork for local advertisements 
and a resource list of the important editorial 
and advertised merchandise in the issue 

The second package for each issue will 
be sent two weeks before newsstand dat 
and will contain an advance confidential 
copy of the forthcoming issue, a glossy of 
the cover to be used in windows or local 
advertising, a repeat of the promotional 
themes, a page of sales-training information 
keved to the issue, plus a complete editorial 
and advertising resource list and an adver 
tiser’s index. It will also contain an advanc« 
flash of the next issue 


New York College Offers 
Display Course 

The City College Adult Education Pro 
gram, in collaboration with the New York 
Public Library, is offering a 12-week course 
in window display under the direction of 
Helen Perle, beginning the week of March 
6. Registrations are now being accepted 
and will be taken to March 3. Complete 
details are available from the college at 
139th street and Convent avenue, New York 


City 31 


DISPLAY WORLD 








Do the figures in YOUR windows 
merely WEAR clothes. or do they 
sell for you? 


Mileo Mannequins wear well, 
wear clothes well,and INCREASE 
the salespower of your displays! 


MILEO MANNEQUINS 
7 West 36 Street, New York 18, N. Y. 


Just off Fifth Avenue Telephone: Wisconsin 7-7618 





Creators, Originators and M: since 1900 











Best “PEE WEE” SPOTLIGHT 


HITS THE MARK 


e@ Compact and lightweight, the Best “Pee Wee” 
100 watt spotlight makes an ideal, handy spot 
for top lighting, side lighting or high lighting 
for interior displays or theatre lobbies. 

The Best “Pee Wee” spotlight comes com- 
plete with polished mirror, Fresnel lens, uni- 
versal mounting bracket, one gelatin color 
holder, and three sheets of assorted colored 
gelatin. Attractively finished in black and 
silver wrinkle. 

List price complete, less bulb 37-35 
List price complete, with bulb 8.95 
(Tax included) 

Write today for further information 
and diseounts. 








NEW LOW PRICES ON QUALITY 


MALINES 


Firm crisp finish — Correct colors 
WHITE YELLOW CERISE 
PINK NILE CHARTREUSE 
LT. BLUE ORCHID PEACH 
6 inch 18 inch 24 inch 72 inch 
3Y%4e Tic 4c 23'ec 
LACE DISPLAY RIBBONS — Crisp firm finish, 4% to 6 inches wide — in same 
colors as maline from 2% to 4c per yard. 


MORTIMER B. MANDLE 


357 4TH AVENUE NEW TORK t¢6; N.Y. 

















Copies of Our 


SPRING 1950 
DISPLAY 
CATALOG 


Are Still 
Available! 


If you have not already 
received your copy, 
write today for 


CATALOG No. 226-D 


96 Pages of Spring Decoratives 
Flowers, Panels, Papers, Novelties 


Garrison-Wagner Co. 


2018 Washington Avenue 
St. Louis 3, Mo. 





| cause it was from a customer 


| where 

opportunity 
| sales a bit over 21 per cent over 1948, and 
| 

















GOLD NUGGETS 


Rock Glass — Burlap Crash 
Sands — Stones — Pegs 
Wood Fiakes — Kubes — Chips 


They are novel, 


Latest spring colors. 
unique. It's first choice in leading 
stores from coast to coast. Economical 
and easy to handle. Tear off coupon 
paste on letter or postcard 


National Sawdust Co., Inc. 
65 N. 6th S#., Brooklyn 11, N. Y. 


Please send me new 1950 FREE catalogue 
Name 
Address 


City & State 


Write today for 
the newest designs 
in Plastic Displayers 
pictured in 


Catolog DW/72P 


Dot Wilhams, president 
498 Seventh Avenve, New York 18 





DISPLAY WORLD 


We have had splendid results, even from 
a foreign country, on our recent “Angels 


| from next station to Heaven” advertisement 
| 


| ir DISPLAY WORLD. 


Claude D. Adams, 


Claude D. Adams Company, New Canaan, 


| Connecticut. 


An unusual letter came to us, unusual be 
thanking us 
for goods we had shipped them and their 


| satisfaction with them. 


This started me thinking of the 
received from suppliers and just 
without them, and the 
us to increase our 


service 
we have 
we would be 
they gave 


FEBRUARY, 1950 


to trace further back we find that most of 
our contacts were from reading DISPLAY 
WORLD . . . this statement we make in 
all sincerity . for which we are really 
grateful. 

And so we plan to tell them'so, and wish 
them as we do all of you, net so much a 
lot more money, but good health and con- 
tentment for the years ahead . Fred Gal- 
lagher, Fred Gallagher & Son, Ottawa, Ont., 
Canada 


Unfortunately, I will be unable to con- 
tinue my subscription with the DISPLAY 
WORLD as I will be getting conscripted 
with the Air Force in the near future. 
However, I have a few of my friends here 
who would like to open a subscription for 
the coming year. There are about five of 
them; we are all members of the staff of 
Owen Owen Ltd., Liverpool. I would be 
much obliged if you could send in five sub- 
as possible, so 
that they may have the first copies of the 
1950 issues. I hope to renew my own sub- 


scription invoices as soon 


TRADE PERSONALITIES No.82 ... 4 ruprer 





Dave AND HIS BROTHERS, 


FATHER IN BUSINESS 19 YEARS 
AGO. DAVE'S CHEERFULNESS 
AND PERSONALITY PARTICULAR- 
LY QUALIFY HIM AS “OUTSIDE” 
MAN AND HAVE WON HIM 
MANY FRIENDS. WAS IN THE 
ARMY TWO 

AND A HALF 

YEARS,MOSTLY 

IN THE PACIFIC 

AREA. 





MIKE AND JOEL , JOINED THEIR 


SEVERAL TIMES 
A YEAR HE GOES 
THRU WHAT HE 
DESCRIBES AS 
"DISPLAYS OCCU- 
PATIONAL DISEASE 
.- THE JITTERS" IN 

PREPARING FOR 
COMING SEASONS. 
OWCE ON THE ROAD 
HOWEVER. HE TRA- 
VELS SEVERAL 
THOUSAND MILES 
EACH WEEK. 
MARRIED A CUSTOMER 
AND THEY HAVE 
TWO PERMANENT 
DISPLAY FIXTURES, 
A SOW & OAUGHTER 
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Just Off the Press 


OUR NEW CATALOGUE FOR 
THE 1950 SPRING SEASON 


We are proud to present our 
new line of Wood — Chrome 
—Combination Display Fixtures. 


These fixtures are of the finest 
design and are now available 
in carefully selected woods. 


Jobbers — Write for catalog and 
complete jobber information. 


NORTHERN DISPLAYS 


3524 Martens St., Franklin Park, Ill. | 








for 


WI2S 


Yor 


¢ arranjay s 








FISHERMAN’'S NET 
FOR DISPLAYS 


A BARGAIN Cost more than $5 a foot 
I } \ along the beaches, cles 
up, throw the bum stuff away and sell the 
you dirt cheat u save a lot I 
little These n P purse 
used but not abused 
character. Make wonderful 
cruise displays 1 widths 6 ft 
lengths up to 15 price I 
pound, you pay (Pound equals about 
sq. ft.) I prefer advance your m 
back if not ple Send me 1 tuck for 
pound you pounds minimum 
now we're both losing dough while you 
crastinate 


THE BEACHCOMBER 


238 NORTON SAN DIEGO, CALIFORNIA 


pick it up free 


a 
seiners and bait nets 
with r 
seashore, vacation and 
24 ft 
buck 


“al salt water 


want 


|} azine 


| plays in your country P 


DISPLAY WORLD 


scription as soon as I come out of the 
Forces in about 18 months time 

May I, while I have this opportunity, say 
how much I have enjoyed reading DISPLAY 
WORLD, which is so full of information 
and interesting topics . Ian J. Armstrong, 
Owen Owen Ltd., Liverpool, England 
where 
is duc and the response to our 
November and December 
Your publication 
Drucker, Dolores, 


It is a pleasure ta give credit 
credit 
small ads in your 
issues has been amazing 
really pulls Dolores 
Cincinnati 

Please find enclosed money order to cover 
one year's subscription to DISPLAY 
WORLD. I am a free-lance displayman 
find your magazine very interesting 
with many constructive ideas Ar 


Kuehl, Los Angeles 


and 
and 
thur J 


Having asked 
illustrated reports about dis- 


play in foreign countries too, it is only fair 
to tell you now that I am gratefully aware 


you once about a year ago 


to bring some 








of the fact that you fulfilled my wish 
promptly and with great skill 

Apart of that I wish to congratulate you 
to the ever-rising standard of DISPLAY 
WORLD. Your magazine keeps in midst a 
dozen of new and old display 
style 
displayman, wherever he 
DISPLAY WORLD 
of the American 
windows is coming out of 


\. Kayser, Vaals, Holland 


centers, and 
No modern 
miss 


has its own and quality 
lives, can 
The growing influence 
European 


pages 


Way in many 


your 


DIS 
have with great interest 
offer in the last 
December impression, page 92, and 
checked the 
interest to. us 


As subscriber of your 


PLAY WORLD we 


Bureau 


magazine 
read the Service 
enclose 
the blank where we have ques 
special 
these 
without any 


tions which are of 


understand service 
cost or 


our best 


\s far as we 


cilities will be given 


obligation, for which please receive 
thanks 

We would like to tell you that your 
DISPLAY WORLD is 


a pleasure to 


mag 
great 
follow 


also of 


value to us, and it is 


} all your articles and reproductions from dis 


tacker, Pels 


Backer, Oslo, Norway 
Just want to say you've really made DIS 
PLAY WORLD mean something to the dis 
Keep up the work 
B. Nellegar, Stamford, Conn 


playman good 


Maurice 

We have about our 
“Dickens 
Your want ad section has without exception 


had several 
Carol” 


inquiries 
Christmas advertisement 


always produced results I mean simply 
that we have sold everything that we 
advertised in DISPLAY WORLD 


Gs Barton Schear's 


Evansville, Ind 


ever 
John 


Department Store 








[WINDOW DISPLAY] 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md 


We. 1419 Medium Folding Cabinet (write wire) 
Size 49° Hx 15° Wx 15°D 


$19,°5 











Complete Display 
Exhibit 
well worth your visit to 


CINCINNATI 


Here at Cincinnati we maintain at all 
times a complete presentation of every- 
thing new in foliage, flower and plant 
decorations and other display accessories. 
Visit our beautiful showroom in our own 
seven-story building devoted exclusively 
to the design and manufacture of display 
decorations. Our salesmen ore now on 
the road with our new and exclusive line 
of Spring, Easter, Cruise and Summer dis- 
play decorations. It is a treat to ex- 
amine tho line when they call on you 


Ma 
Flowers-Foliage 


GEN€RAL 
DISPLAY 


CORPORAT 
140 WEST FOURTH ST. 


incinnati 2, Ohio 
HOME OFFICE . FACTORY 


‘ona! 
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Opportunity Exchange 








FOR SALE 


6—Adler-Jones Reindeer 
2—Adler-Jones Wire Sleighs 


3—10-ft. Lighted Candle and 
sleigh ledge units 


30—Aluminum Old English 
Hanging Lanterns with 
carol figures. 


REGENSTEIN’S 


PEACHTREE STREET 
ATLANTA 1, PA. 


SALESMAN 


new product for a sure-selling sideline 


sales .. and moving fast 


We are looking for established display salesmen with a following who we can supply 
Please include age, territory 
you cover, and your past average yearly sales volume in first letter. 


Care of DISPLAY WORLD 


with sales kit and samples and assign a protected territory. 


Address BOX 2F 


WANTED 


We need a few additional salesmen (not jobbers) who are interested in a completely 
Th assortment includes three dimensional props 
and figures that are created in an absolutely different plastic medium, priced for volume 














POSITION WANTED 
Experienced Display Man, 30 yt 


id, college g 
} 


yrs 
with dept 
i chil 


ge ladies in 


ur 
wear chain, eager for char 


lrer 

Adare 

RIVERDALE STATION, Box 71 
Dayton 5, Ohio 


£ 








SALESMEN 


If you're the type of fellow 
who likes to take it easy, this 
ad doesn't apply to you 

We're interested in a salesman 
who is aggressive and am 
bitious to represent our rapidly 
expanding organization by 
selling items that are way out 
in front Write giving full 
details 


Address Box 2G 


Care of DISPLAY WORLD 


TRAINED DISPLAYMEN AVAILABLE 


The NATIONAL DISPLAY INSTITUTE 


graduation of another class in January, 1950. Well qualified 


announces the 


men and women, trained in ALL aspects of Display, will be 
available for employment. Graduates are qualified to accept 
positions as trimmers of footwear, men's wear, children’s 
wear, women’s specialty shops, drug and any other mer- 


chandise windows 


Write or call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 
“Nation’s Center for Display Education” 


617 Chestnut Street Philadelphia 6, Pa. 


WANTED 


writing machine com 
14 capacity 
condition and 


JOHN CAMPBELL 
Box 1176 Austin, Texas 








WANTED 


Display Man and Card- 
writer for large »yndicate 


store in Indianapolis, Ind 


Address 


MR. R. L. PIERCE 


3555 Evergreen 
Indianapolis 5, Ind. 

















ee a ee 


\nyone associated or deal 
ing with William G. Bell in 
the past two years please con 
tact at once BOX 2C, care of 
DISPLAY WORLD 








Salesmen Wanted 


salesmen wanted to carry lead 
ing line of Display Fabrics 
and Papers *referably as a 
side line and especially for 
those ‘ illine on 

Stores 


Department 
I xcellent commission 
irrangement Our emplovees 
know of this ad 


Address Box 2F 


Care of DISPLAY WORLD 


FOR SALE 
Less Than Half Price 
XMAS INTERIOR DISPLAY 


2% Full round hanging chandeliers. Wire base, base metal 
trimmings. Matching trees, 2 sizes, garlands. Colors 
Cerise and Silver 


“or further details, photos and price, write to 


A. SCHNITZLER - LANE BRYANT 


FIFTH AVENUE, PITTSBURGH, PA. 


DISPLAY POSITION WANTED 
Have 17 yrs. exp. triraming men’s, 
women's, children’s and furniture 
windows for dept. stores. Married, 
good references. Photos. Good card 
writer 
P. R. WORSLEY 
216 Topeka Ave., Topeka, Kansas 
Phone 2502) 




















LOOKING FOR NEW IDEAS IN 
DISPLAY? Young man with ter 
rife potential—creative versatile 
adaptable, ambitious, studio ex; 
desires position in display studio 
in Metropolitan New York which 
offers opportunity. Address BOX 2H, 
Care of DISPLAY WORLD 











ATTENTION! 


SHOW CASE AND CABINET 
MANUFACTURERS 


West Coast's largest manufacturer of Window Display Fixtures 
ind Decoratives interested in representing or jobbing top line of 
show cases and cabinets, principals only. Large showroom avail 
ible. Send complete literature and information 


GRANT & SONS, INC. 


921 S. Los Angeles Street Los Angeles, Calif. 


SALESMAN 


Well known manufacturer ot a 
leading line of mannequins de- 
sires responsible man with fol- 
10,000 caliber — draw 
Write 


lowing 
against commission 
full particulars 


Address Box 2B 


Care of DISPLAY WORLD 














SALESMEN WANTED 


Salesmen by manufacturer to sell 
plastic fluorescent signs. 30% com 


mission, All territorizts open 


E. & T. Plastic Novelties Co. 
516 W. 160th St., New York City 32 
Tel.: WA 7-7135 
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OPPORTUNITY EXCHANGE 











CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op 
eration for over 40 years with over 
2,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bidg., 3710-12 N. Cicero 
Ave., Chicago 41, Ill. 








WE HAVE 


one of the most salable lines 
of Mannequins ever created- 
backed by a Nationally known- 
thoroughly reputable name 

WE WOULD LIKE 
to acquire qualified representa 
tives to tell our story 

WE OFFER 

a generous commission, liberal 
terms and the closest possible 
cooperation 


Address Box 2K 


Care of DISPLAY WORLD 


FOR SALE 
CHRISTMAS WINDOW DISPLAY 
“CHRISTMAS DINNER ON THE FARM, 1895” 
Consists of 14 moving manikins, all appropriately dressed, plus 
dozens of authentic pieces such as: Table cloth, calendar, bread 
box, life-size turkey, homemade bread, and so forth. Eight 
characters placed around dinner tab!+ others play violin, 
accordion hired man kisses hired girl, etc. Positively a 
traffic-stopper and sensational 
Display is two years old and in A-1 condition. Cost $5,000 to 
assemble and will sell for $600. Occupies two large or three 
medium-size windows. Stopped sidewalk and street traffic for 
a full month. Can send you photograph if genuinely interested 


J. C. PENNEY CO. 


OGDEN, UTAH 


Wanted—Comb. adv. man and card 
writer. Must have long exp. and be 
able to give references of past em 
ployment Good opportunity for 
advancement for right man in large 
dept. store in NW Ohio city of 
60,000. Apply direct to S. Holstine, 
THE LEADER, Lima, Ohio. 











Display Man Wanted—Man capable 
of trimming interior and windows 
of jr. dept. stores. Must be capable 
of building backgrounds and card 
writing Knowledge of advertising 
and promotion helpful. Leader De- 
partment Stores, 1025 Sylvania Ave., 
Toledo 12, Ohio. 














POSITION WANTED 
Window Trimmer, men's clothing 
and furnishings, 5th 
cellent background, 
position ill locate anywhere i 

S.A 


Address BOX 2D 
Care of DISPLAY WORLD 








Salesmen Wanted 


One of New York's leading 
display manufacturers and im 
porters of Botanicals—Flowers 
and Novelties for department 


West 


States 


and chain stores for 
coast and Central 
conjunction with none conflict 
ing line Good commission 


Fast selling line 
® 


Address Box 2M 


Care of DISPLAY WORLD 


JOBBERS WANTED 


To carry complete line of A-I quality plastic 


hangers. 


Here's a line that you can call your own BE- 
CAUSE the hangers carry no name, trademark or 
imprint of the manufacturer. 


Make real money with this profitable line 
of plastic hangers. Write for particulars. 


Address BOX 2A 
Care of DISPLAY WORLD 





FOR SALE or LEASE 


Well established custom and 
production display manutac 
turing business located in the 
heart of a midwest industrial 
city of 450000 Large, com 
pletely equipped plant Ex 
perienced employees will re 
main if desired Excellent 
pportunity for experienced 
lisplay builders 


Address Box 2HD 


Care of DISPLAY WORLD 














Home Study Lessons in Window 
Display—an up-to-date course cov- 
ering al! phases of the subject—S00 
pages of text with 1000 detail draw 
ings—Priced very low. Also Store 
Interiors, Show Card Writing and 
Silk Sereen Process. Write for cir- 
culars. Will H. Bates, Box D, 
Ellsworth, Ill 


POSITION WANTED Window 
Trimmer, capable displayman, de 
sires position in junior dept. store 
Pr r South Versatile in back 
grounds, display pieces, showcards 
and art work 
Address BOX 2N 
Care of DISPLAY WORLD 








FOR SALE—A group of 


mache figures beautifully executed 


1) papler FOR SALE-—Steel Rule Dies at a 

r 4", 1”, 2”, 3” Modern 
Poster Type Letter & Numeral fonts 
mi 4%" Numeral Set Will cut 
irdboard, leather, leatherette, felt 


argain o 
in Victorian costumes men, wom 
en and little girls Also 12 wire i 


bicycles, early types 


almost full 
Figures approx. 4 ft. high 


Photos upon request. ADLER'S, 
1208 Main St., Kansas City, Mo. 


HERNARD MFG. CO., INC 
31S. Third Ave., Mt. Vernon, N. Y. 











Make Us An Offer! 


Cook and Meier Co. Xmas Display 
It’s Christmas Everywhere” Theme 
These beautiful units were used 
only once and are all in perfect con 
dition The original cost is well 
ever $1,000. For complete details 


and photographs, write t 
L. SZEGO, c/o 
FLECK’S INC. 


121 MONROE STREET 
GRAND RAPIDS, MICH. 








Side Line Salesmen Salesmen — Sideline 
WANTED to promote knives, rules up 


to 84” in length, and general 
display and art tools. Every 
display department, studio and 
manufacturer needs these tools 
Good commission. Write, giv- 
ing territory covered and lines 
carried 


Mark Specialty Co. 
360 E. MAIN STREET 
ROCHESTER 4, N. Y. 


First Class Salesmen 
wanted to sell wire and 
papier mache special 
ties to First Class 
Department Stores 
Commission basis 


Write 


Design Enterprises 
243 S. Fifth Street 
Beech Grove, Indiana 














USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD 
purpose: 
POSITION WANTED 
® 
POSITION VACANT 
® 


USED DISPLAY 
EQUIPMENT 
FOR SALE 


REPRESENTATIVES 
WANTED 


@ 
$3.00 Per Column Inch 
CASH WITH ORDER 
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ADVERTISING INDEX 


A 
Abacot Displays, Inc 
Acme Bulletin Co 
Ahrens, Inc., Milton §S 
Ankerum Mfg. Co 


Architectural 
Co., Inc 


Sook Publishing 


Arkow-Lewis Associates 
Arranjay'’s Wig Co 

Arrow Decorating & Fixture Co 
Arrow Fastener Co., Inc 
Artistic 
Arts & Flowers Displays, Inc 


Displays Co 
Audit Bureau of Circulations 
B 


Arthur ¢ 
Beachcomber, The 


Jaldwin, Mrs 


Becker Sign Supply Co 
Bender, S 

Jest Devices Co., Inc 

Betz of California 

Bishop Publishing Co 
Bobick, Estelle 

Brevel Products Corp 
sulkley-Dunton & Co., Inc 


Capital Merchandising Co 
Chicago Cardboard Co 
Cincinnati Shippers Supply Co. 
C J Plastic Products Co 
Cohen Co., Art R 

Columbus Coated Fabrics Corp 
Combination Products Corp 


Darling Co, L. A 
Displays 
Decorative Plant Corp 
Di-Noc Co., The 


Dingleman Products ( 


Decorative 


Display Craft 
Display Equipment Co 
Displaymasters 

Doerr & 
Dolores 


Dorothea Mechanisms, Gale 


Associates 


Dunbar Glass Corp 


Bros 


Corp 


Faulkner Laboratories 

Feather & Feather School of Design 
Fidelity Recordings 
Fleming, Katherine B 
Forsberg Mig. Co 


Frostee Sno Co 


Back Cover 


53 
17 
59 
64 
84 


75 


G 


Garrison-Wagner Co 
General Die & Stamping Co 
General Display Corp. 
Glo-Brite Products Corp 
GoldE Mfg. Co 

Graphicraft Publications 
Grand Novelty Associates 
Gregory Motors, Inc 


H 


Hansen Mfg. Co., The A. L 
Hamberger, Inc., David 
Henry Hanger Co., Inc., The 
Hernard Mfg. Co., Inc. 
Herzberg-Robbins, Inc. 
Hotchkiss Co., The E. H 


International Register Co 


Isinglass Valance Co 


K 
Kehoe Display Fixture Co 


Koester School 
Korrect Way Products 


Laverne Originals 
Lloyd Co., Inc., W. H. S 


Lurevy Co., FE. R 


M 


Madisonia,. Inc 

Magnani Mannequins 
Malros Co 

Mandle, Mortimer J 
Manhattan Mannequins, Inc 
Memorial Grass Co 

Metal Display Novelties 
Metal Goods Corp 

Mileo Mannequins 

Minic 
Mitten’s Display Letters 
Modern Products Mfg. Co 
Morgan Co., The 

Multi-Fit Wig Co 

Mutual Display Mfg. Co., The 


Display 


N 


National Art Studios 

National Association of Display 
Industries 

National Display 

Nat. Elec Prod 

National Hanger Co., Inc 

National Sawdust Co., Inc 


Institute 


Neon Displays Mfg. Co . 64 
New Hermes, Inc. 

New York Display Mfrs. Group 
Noel Mfg. Co. apts 
Northern Display Fixtures Rm, 


81 
- 2 Sy SD 
89 


O 
Ohlhorst, R. A. ois 
Old King Cole Displays, Inc. 
Opportunity Exchange 
Orthwine Corp., Rudolf 


P 
Plastic Fabricators Co. 


Podgor Co., Inc., Jos. E. 
Pusecker Artist Studio 


Q 


Quensell Displays, Inc 


R 


Radiant Glass Fibers Co. 
Redikut Letter Co. 
Reyburn Mfg. Co., The 
Reynolds Electric Co. 
Royal Mannequin Corp. 


Rudy's 


Scheier, Philip 74 
Scheuer Creations, 

Inc. Inside Front Cover 
Sherman Paper Products Corp. 45 
Shoe Form Co. Inside Back Cover 
Showcard Machine Co. 19 
Snedaker & Co., Inc., Frank C. 21 
Staples-Smith, Inc. 

Stempler & Sons, Inc., Barney 
Stensgaard & Associates, 
Inc., W. L. 


Tanzer Display Co. 


Transparent Shade Co 
U 
S. Plywood Corp 


\ 


Vaughan Mannequins 


W 


Walters Display, Inc 
Williams, Inc., D, G 
Window Mannequin, Inc 








1950 





ostery Sales Start 
with Effective 


@ 


C3? 





and that means Fairy “Forme 


When customers see what they like, they stop and 
buv. And they like what they see when you display 
your hosiery on glamourizing, sales-creating Fairy 


Hosiery Forms. 


Non-Flam Fairy Forms are available in a full 
range of colors and styles for most effective display 
of all types of women’s, men’s and children’s hosiery. 
Profit by their proved SELLability — proved by 
actual results in stores throughout the country. Write 


for free copy of Catalog 319. 


SHOE FORM CO. INC., AUBURN, N.Y. 
IN CANADA: United Last Co., Ltd., Montreal, P.Q. 





Stylist’s Delight... 


and priced to suit the most 
exacting budgets. This 
ultra-smart series of mannequins 
by Darling embodies all the 
fashion-right detail and styling 
so necessary in showing 

the latest fashions, consequently 
they are the choice of stylists 
the country over. Yet they 

are unbelievably low in price. 
Choice of nine fashion poses with 
the very latest coiffures, 


Illustrated M304W... 


*96 


= debi § Your one dependable source for 
bP USeLAYS everything in display equipment. 
DISTRIBUTOR 


Larliny Displays 


L. A. DARLING COMPANY, BRONSON, MICH. 
NEW YORK CHICAGO LOS ANGELES 





